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Rough Proofs 


Hart Schaffner & Marx are build- 
ing their advertising campaign 
around “Adam Average.” But where 
will you find a man who’s willing 
to admit that he’s only average? 


- oa 


Pard is providing headlights to 
protect dogs while traveling at 
night. Maybe some bright adver- 
tiser will go a step further and fur- 
nish raincoats for stormy weather. 


v v v 
The cigaret 


industry, it seems, 


is being used as Thurman Arnold’s 


guinea pig to test his ideas of an 
advertisingless world. But the 
sounds of anguish you hear are 
coming less from the manufacturers 
than the Bureau of Internal Reve- 
nue. 

. FF v 


Great Britain, while rationing tea 
to its own people, continues to ad- 
vertise it in the United States. If 
Germans are willing to swap butter 
for guns, the Britons will trade tea 
for tanks. 

, ¥ v 


White Owl says cigar manufac- 
turers who tell radio audiences that 
their five-cent cigars are just the 


same as when sold for ten cents 
are insulting the intelligence of the 
listens But they’ve been unsuc- 


cessfully insulted by experts. 


- v 
McCreery’s asks New Yorkers 
what they’d like for Christmas. 


Dripping Manhattan can think of 
just one ideal for Yuletide in humid 
August—snow and lots of it. 


7s & 


Presenting a lovely lady in the 
act of using Quinsana for athlete’s 
foot should evoke immediate action 
from the Society for the Protection 
of Advertising Models. 


v v v 
Copy writers should be able to 
expand their vocabularies consider- 
ably after listening to Harold Ickes 
calling Willkie names and_ then 


hearing what Westbrook Pegler and 
Gen. Hugh Johnson call Ickes. 
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Cannon Mills presented retailers 


| the 


Representatives 
of Media Tell 
Strong Points 


Then Crain Points the 
Moral for Food Dis- 
tributors 


Chicago, Aug. 22.—Radio, news- 
paper, magazine and outdoor ad- 
vertising as preludes to the main 
theme of the “Cash Register Son- 
ata’ was interpreted by represen- 
tatives of these media in a point- 
of-sale advertising symposium at 
13th annual convention of the 
National Food Distributors’ Associa- 
tion here this afternoon. At the 
conclusion the salient points made 
by the various speakers were sum- 
marized by G. D. Crain, Jr., pub- 
lisher of ADVERTISING AGE, who said 
that it is obvious that rapid turn- 


over is the essential factor in sat- 
isfactory profits. 
The media representatives were 


Emmons C. Carlson, promotion 
manager, central division, National 
Broadcasting Company; Frederick 


Dickinson, Western manager, Bu- 
reau. of Advertising, American 
Newspaper Publishers Association; 


Fred J. Maxted, merchandising di- 
rector, Crowell-Collier 
Company, and E. W. Stephenson, 
sales manager, General Outdoor Ad- 
vertising Company. 


Friend at Court 


Mr. Carlson painted a picture of 
radio as a “friend at court,” the 
court being the great consumer au- 
dience which storms the market- 
place every day in its quest for the 
objects of its desire. 

“American consumers feel a 
moral obligation toward the spon- 
sors of their favorite programs— 
an obligation which they discharge 
by purchasing the sponsor’s prod- 
ucts,” said Mr. Carlson. 

“Thus when consumers step into 
the store and are greeted by a dis- 


|play such as that designed and dis- 
tributed by S. C. Johnson & Son in| 


which Fibber McGee and Molly are 
shown riding a bicycle on the han- 


|dle bars of which is a wire basket 


| 


with “an ordinary picture of a girl | 


Seated in a bath-tub.” But if the 


girl is ordinary enough, the picture 
can't be. 


a 
Mayor LaGuardia is concerned 
bout circulation of magazines 


vhich devote too much attention to 
inadorned femininity. But why 
worry when there’s so much to see 
at Coney Island and Jones Beach? 


7 Vw YF 


Some prominent advertising men 


fave started to brush up their cro- 


juet games. After you've seen 
some advertising golfers, the idea 
‘tems to be perfect. 
ca 
Sy thetic rubber tires are now 
ing offered by Goodrich. When 
ete substitutes are required, 
‘merican industry will ersatz them. 
oa oe 
Is it possible that all during this 
"ng, hot summer Marse Joe Mc- 
rt? 


‘rthy and his Yankees have just 
kidding Bob Feller and 


Copy Cus. 


containing Johnson wax products, 
they are reminded of their obliga- 
tion to S. C. Johnson—they are 
made conscious of the friendly re- 
lations that have been established 
by Fibber McGee and Molly by 
their weekly broadcasts—and, as a 
result, purchase Johnson’s wax. 

“Not only the consumer but deal- 
ers respond to displays of this type. 
Dealers are unusually partial to dis- 
plays built around radio stars, for 
they have learned that with their 
assistance they can easily increase 
sales and profits.” 


How Merchandising Works 


was defined by 
“any operation 
(Continued on Page 34) 


Merchandising 
Mr. Dickinson as 
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Farm Income Increases 


300 Million in First Half 


Publishing | 


| queried. 


]WT Either Is 
Or Is Not Agency 


for Republicans 


By A. P. MILLS 

New York, Aug. That the 
ways of politics are still devious 
and that discovering the role that 
advertising is destined to play dur- 
ing the presidential campaign pre- 
sents almost insurmountable diffi- 
culties—was brought home _ in 
forcible fashion to your reporter 
during the past two days. 

The excursion into the political 
realm was prompted by a report 
yesterday that the GOP had ap- 
pointed an advertising agency, and 
by the desire to unearth paid pro- 
motion plans of the two major par- 
ties. 

The 


99 
oe. 


assignment seemed simple 
enough. The report said that J. 
Walter Thompson Company had 
been appointed to handle advertis- 
ing by the Republican National 
Committee. Confirmation or denial 
seemed easy enough to obtain, along 
with GOP advertising plans. 

An unidentified lad at the public- 
ity office of the Republican National 
Committee hadn’t heard of the ap- 
pointment, but said yes, it was 
true, after he had conferred with 
an associate. To double check, the 
press department of the agency was 
The news hadn't reached 
that office and an announcement 
would be made only if the client 
(if there was one) requested it. 

And so to the Democratic Na- 
tional Committee. A _ publicist in 


(Continued on Page 37) 


Chicago, Aug. 22.—‘“Does_ the 
farmer have the money with which 
to buy? 

Despite the unfavorable export 
outlook, the United States Depart- 
ment of Agriculture 
phatic affirmative to 
query of marketers 
first half of 1940, the Department 
explained, farm income ran $300,- 
000,000 ahead of the corresponding 
1939 period, and prospects are for 
a higher level in 1940 whole. 
Farm revenue for the year will ap- 
proximate nine billion dollars. 

The Department added: “Allow- 
ing for changes in prices, interest 
and taxes, as well as in income, 
farm buying power is now as high 


gives an em- 
this favorite 
During the 


as a 


as in 1929, and 72 per cent above 
the 1932 level.” 
Executives of farm and _ other 


publications related this optimistic 
viewpoint to special areas and in- 
terests in response to queries from 


ADVERTISING AGE. Some of these 
viewpoints follow: 
Editors Report Gains 
Ralph Miller, advertising man- 


ager, The Farmer-Stockman, Okla- 
homa City: “Throughout the South- 
west glittering eight-cylinder cars 
will be found parked where spirited 


pinto ponies were tethered 30 years | 
But the American cowboy has 


ago. 
left behind him a knowledge of and 
devotion to an industry that is 
bringing upward of $190,000,000 a 
year to Southwestern farmers. To- 


day half of the cash income of the | 


Oklahoma and North Texas farm- 
ers is derived from the sale of live- 
stock and live stock products. 
Because no other phase of South- 
western farming brings as _ satis- 


(Continued on Page 35) 


| issue of Life, the drive will also embrace Collier’s, Newsweek, The Satur- 
day Evening Post and several business papers. 
Erwin, Wasey 


Last Minute News Flashes 
Air Transport Campaign Is Expanded 


New York, Aug. 23 


A substantial expansion of the $100,000 appro- 


priation will mark the second cooperative campaign of the Air Transport 


Association, announced today. 


retained as the slogan. 
Combs, Jr., account executive. 


Starting with a color page in the Sept. 2 


“ 


“It Pays to Fly” will be 
& Co. is the agency with Roger M 


Johns Federal Truck Advertising Manager 


Detroit, Aug. 23. 


Frank A. Johns has been appointed advertising 


manager, Federal Motor Truck Company, succeeding Stanley G. Mitchell, 


resigned. 


Basic Newspaper Group Makes Big Gain 


New York, Aug. 23.- 
in gains of from 82 to 169 per cent 
learned here today. 


Frequency and volume discounts have resulted 


for Basic Newspaper Group, it was 


Members are the Dallas News, San Antonio Express 


and Oklahoma City Oklahoman and Times. 


Foundation Institute Formed for Promotion 


New York, Aug. 23.- 


Foundation Garment Institute of America has 


been formed here for a three-year campaign to be directed by Bert M. 
Nussbaum, vice-president of Lambert & Feasley. 


LaGuardia’s War 
on Lurid Sheets 
Meets Setback 


Newspapers Version of 
Mayor's Conference 
Confuses Issue 


(Picture on Page 39) 

New York, Aug. 22. 
charges of disseminating “lurid 
literature” and a threat to ban the 
magazines of several well known 
publishers from New York news- 
stands drew the attention of adver- 
tisers and agencies early this week, 
only to fizzle out today amid a wel- 
ter of misunderstandings. 

The pot was set boiling Monday 
when about 40 publishers and dis- 
tributors answered Mayor’ La- 
Guardia’s call for a conference on 
objectionable literature on sale in 
this city. The fiery chief executive 


Sensational 


minced no words. He threatened 
newsdealers with loss of their li- 
censes if they persisted in selling 


“smut and filth” and promised to 
consign such material to the city’s 
garbage dumps. 

As a background for his disser- 
jtation the mayor used a_ bulletin 
|}board on which were posted &bout 
a score of magazine covers, with the 
identity of the publication masked 
|in each case. The subject matter 
lof the covers consisted chiefly of 
murder and rape. The mayor an- 
;nounced that 42 magazines were 
considered objectionable, of which 
32 were labeled “filthy,” while the 
others were termed “borderline 


cases.” 
List Kept Secret 


Several of the publishers’ repre- 


sentatives and_ distributors _ re- 
quested copies of the list of ob- 
jectionable publications but the 


mayor and his staff declined to re- 
veal the identities of the magazines. 

Tuesday’s newspapers displayed 
varying degrees of interest. Three 
dailies ignored the story because 
of the absence of magazine names. 
Other papers reported the confer- 
jence and quoted the mayor. 
One morning newspaper, how- 
ever, gave the story a liberal play 
jand reported not only the mayor's 
jcomments but offered the names of 
| the 42 publications alleged to be 
“on the mayor’s list,” accompanied 
by a three-column cut which bore 
| the caption, “Magazines Banned 
|from Newsstands by Mayor’s Or- 
der.” Included in _ the list 
shown in the picture were 
izines published by well 
companies 

Inquiries at the mayor's office 
brought forth the statement, how- 
ever, that no list of publications 
had been released, nor was the 


and 
maga- 
known 


photograph reproduced by the 
newspaper aée facsimile of the 
mayor’s bulletin board, since the 
latter had the magazines’ names 
masked. 
None Barred Yet 

Several of the publishers listed 
in the newspaper story registered 
protests, ADVERTISING AGE was in- 


formed, and the paper carried a fol- 
low-up story which stated that “the 
impression gained at the mayor's 
conference that many of the publi- 
cations in question had already 
been barred from sale on _ the 
stands was found yesterday to be 
incorrect.” The newspaper also 
said that none of the other maga- 
zines shown in the reproduction as 
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being banned by the mayor has|News Company, commented that + BANQUET MARKS NEWSPAPER DEDICATION 
been barred from sale in the city. | “federal postal authorities have as Modern Design 
It was also learned that the}|.good taste in such matters as the 
newspaper stories came as some-|mayor and they have not seen fit 


thing of a surprise to some of the 
publishers mentioned, since they 
declined the mayor’s invitation to 
attend the conference in the belief 
that they were so completely out- 
side the category of publications 
under discussion that the meeting 
would be of little interest to them. 

The source of the _ published 
list of “banned” magazines re- 
mained a matter of dispute today. 
The mayor’s office adhered to its 
contention that no list of any kind 
had been released, while the news- 
paper insisted that the list came 
from “one of the mayor’s aides.” 
Several magazine. distributors 
pointed out that the 
some similarities to lists of publi- 
cations deemed objectionable’ by 
various Catholic groups. 


Distributors Are Critical 


One fact remained uppermost 
here today—the publications in 
question have not been banned from 
sale in New York. The mayor’s at- 
tack was regarded as a warning 
that publishers and distributors will 
not be permitted to use licensed 
newsstands as outlets for literature 
deemed objectionable. 


W. A. Angel, president, Kable 


list showed | 


to bar any of these 
from the mails.” 


publications 


Jaquier, Payton and 


Hatchett Join KITE 

Lloyd L. “Jake” Jaquier has been 
appointed vice-president and gen- 
eral manager of KITE, Kansas City, 
Mo. Other new appointments in- 
clude that of Robert S. Payton as 


commercial manager and the return | 
of Wayne J. Hatchett as chief engi- | 


neer. 
Studios and offices of KITE 
cently were moved from the Fidelity 


bldg., to the Irving Pitt bldg., 816 | 
Additions have been | 


Locust street. 
made to the local sales staff 
changes are contemplated 
program and 
ments. 


Bell-White Firm Opens 

The Bell-White Organization, a 
publicity, public relations and ad- 
vertising service, has been estab- 
lished at 342 Madison avenue, New 


and 
in the 
production depart- 


York, by Luther K. Bell and Gor- | 


don S. White. Mr. Bell has headed 
his own public relations office in 
New York for several years. Mr. 
White has been advertising and 
publicity manager of Educational 
Pictures, New York, later known as 
Grand National Pictures. 


re- | 


Essential in 
Selling Farmer 


Perfection Stove 

Regards It as Key 

to Its Success 
(Picture on Page 39) 


| patronage of the country’s farm 


words, Perfection 
than to any other factor. 

“Most advertisers in this field,” 
said Norman E. Olds, advertising 
manager, “take it for granted that 
farm women demand a full meas- 
ure of value and that they must 
be constantly contacted through 
their favorite publications or radio 
stations. What many fail to under- 
stand is that the radio, movies and 
automobile have educated these 
homemakers to expect streamlined 
design in appliances of all kinds as 


well as in clothes. The home of 


Self-exploitation seems to be 


Bill Mock and Don Kneass with Elsie 


Viets Jennings, chairman national 
A.A.U. women's swimming committee. 


the motive behind 


many of the wacky stunts that go under the name of 


“radio showmanship.” No matter how goofy the 
gag there is a battery of camera-men on hand, and 


the pictures of the “great event” are forwarded 


post-haste to the trade papers. 


KGW and KEX do not subscribe to the “screw- 
ball school” of showmanship. Neither do these sta- 


tions go in for stunts that are purely sensational 


or spectacular. 


The KGW-KEX conception of showmanship 
goes deeper. It consists of bringing to KGW and 
KEX listeners colorful, complete and authoritative 


coverage of every event in which there is a genuine 


public interest. 


KGW and KEX showmanship is closely allied to 
salesmanship. That's just another reason why Port- 
'‘and’s only newspaper owned and operated stations 


are your best bet in America’s best radio market. 


NBC RED 


EDWARD PETRY & COMPANY, INC. 
WEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


5000 WATTS DAYS 
1000 WATTS NITES 


620 KG 


Complete coverage annual 


Festival. 


A partial list of the activities of the 
KGW’-KEX Special Events department 
during the summer “vacation” period 
would include: 


Portland Rose 


Oregon Amateur Golf Championship. 


Pickup by short wave transmitter of season's 
most spectacular fire, arriving right on the 
heels of the fire department. 


Word picture from Corvallis, Oregon, of the 
annual parade Veterans of Foreign Wars. 


Oregon National Guard battle maneuvers. 
Interviews at the airport with literally dozens 
of such celebrities as Bob Hope, Jerry 
Colonna, Anna Neagle, Sir Cedric Hard- 
wicke and Stephen Early. 
Description of Portland Yacht Club's annual 


sailing races on the Columbia River; also 
Astoria Regatta and Salmon Derby. 


Complete 


RADIO STATIONS OF THE 


PORTLAND + OREGON 


REPRESENTATIVES: 


coverage 
Women's Outdoor Swimming and Diving 
Championships, held in Portland, August 
16, 17 and 18. 


1160 KG 


Broadcast of Junior American Legion Baseball 
Banquet from Hillsboro, Oregon. 


of National A. A.U. 


5000 WATTS 
CONTINUOUS 


NBC BLUE 


Cleveland, Aug. 22.—If a half| 
| century of success in courting the | 


women may be explained in a few | 


Stove Company | 
owes its leadership more to styling | 


| and each has 


| —_~—| 
| 


| Minneapolis Star-Journal. 


| A banquet climaxed the ceremonies marking opening of new plant of the 

Right to left, William J. McNally, general manager, 

Minneapolis Tribune Newspapers; Roy Brewer, committee chairman; John Cowles, 

president, Star-Journal; Mark Ethridge, general manager, Louisville Courier. 

Journal and Times; Charles H. Johnson, president, Minneapolis Graphic Arts 
Industry. 


the agriculturist compares favor- 
ably with that of any other class 
and woe to the manufacturer who 
neglects to make his product look 
as efficient as it must be.” 

This moral is exemplified by a 
display card recently issued in be- 
half of the company’s oil-burning 
range, which, like its oil refrigera- 


gas or electric appliance. The card 


” 


range. 
How Company Operates 


For over 50 years the Perfection 
Stove Company has been manu- 
facturing oil burning devices for 
the rural market. Today it sells 
| throughout the world, its products 


including oil-burning cook stoves, 
portable heaters, water heaters, 
heating stoves and _ refrigerators, 


}and both oil and gas burning air 
conditioning furnaces. 
| All but the refrigerators and fur- 
|naces are sold direct to such deal- 
;ers as hardware, department, 
furniture and general stores. The 
ses soggy te and furnaces, which 
|involve larger expenditures and 
'require more extensive demonstra- 
tions, are sold through special au- 
thorized distributors and dealers 
who are given exclusive territory 
franchises. The company maintains 
seven district sales offices, with 
main and auxiliary warehouses 
stationed throughout each territory 
| so that prompt service is assured. 
There are three distinct sales de- 
| partments at Perfection Stove, each 
| headed by a sales manager and each 
| operating independently. They are 
| devoted respectively to stoves and 
| heaters, furnaces, and refrigerators, 
its own advertising 
campaign. Cooking ranges and oil 
burning refrigerators find their 
| market almost entirely in the rural 
|areas, the other lines being sold 
/more generally. John C. Wallace, 
| vice-president in charge of mar- 
| keting, coordinates all sales activi- 
‘ties, while Mr. Olds has complete 
|charge of advertising. 


Family of Products 


“Perfection” ranges, together 
with “Superfex” heaters, furnaces, 


and refrigerators, comprise the main | 


tor, is frequently thought to be a | 


explained simply, “This is an oil | 


| 


| 


Company. The company also puts 
out a price line of both cook stoves 
and heaters under the name of 
“Tvanhoe,” and a line of short- 
drum oil stoves and ranges under 
the name of “Puritan.” Appear- 
ance, as well as economy and oper- 
ating efficiency, is a feature of all 
main line products. 


List of Publications 


The 1940 cooking stove and range 
campaign which has just concluded 
used space in seven magazines, six 
national farm papers, 18 state and 
sectional farm papers, plus 
announcements over 13 radio sta- 
tions. The magazine list included 
Better Homes & Gardens, Christian 
Herald, Grit, Home Arts Needle- 
craft, Ladies’ Home Journal, Mc- 
Call’s and Woman’s World. 

The farm list was made up of 
Agricultural Leaders’ Digest, Amer- 
ican Agriculturist, The Country 
Gentleman, Farm Journal and 
Farmer’s Wife, Farm and Ranch, 
The Farmer, Farmer-Stockman, 
Florida Grower, Hoard’s Dairyman, 
Kansas City Star-Weekly, Ken- 
tucky Farmers Home Journal, Ne- 
braska Farmer, New England 
Homestead, Pacific Rural Press, 
Poultry Tribune, Prairie Farmer, 
Progressive Farmer & Southern 
Ruralist, Rural New Yorker, South- 
ern Agriculturist, Southern Planter, 
Successful Farming, Wallaces’ Far- 
mer, Western Farm Life, and Wis- 
consin Agricuturist. 


Plans for Fall 


Use of radio was the first for 
Perfection and was so successful 
that the fall schedule provides for 
expansion. 

Superfex oil burning refrigera- 
tors are advertised in a smaller list 
of magazines and farm papers, five 
streamlined models being offered. 
The 1940 campaign on Superfex oil 
burning heaters begins next month 
in American Magazine, Liberty, 
Macfadden Women’s Group, Pop- 
ular Mechanics, an extensive news- 
paper list and 37 radio station 

Mr. Olds asserts that rural elec- 
trification has helped the oil burn- 
ing industry by selling the need ‘or 
more kitchen appliances. 

The Perfection account is hate 


spot 


product line of the Perfection Stove | dled by McCann-Erickson, Inc 


—_ ) 
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IN ITS ADVERTISING INFLUENCE 


BECAUSE IT SERVES EVERY MEMBER OF THE FAMILY IN 
THE HOME, THE CHICAGO DAILY NEWS IS AN 
EFFECTIVE, ECONOMICAL SELLING FORCE 


™Mother ... father. . . the 
children—each and every one 
finds matter of interest in The 
Chicago Daily News. For this 
newspaper is a “Home” news- 
paper . designed to serve, 
and serve well, every member 
of the family. 


®The content is clean. It is 
wholesome. It is complete. 
From distinguished foreign 
news reporting and writing to 
the finest woman’s pages in 
America, from editorials of 
fairness and strength to au- 
thoritative business and finan- 
cial news, from photography of 
excellence to sport pages of 
acknowledged merit, from the 
front page through to the very 
last—here is workmanship that 
wins the praise of the members 
of the craft as well as the ac- 
ceptance of the men, and the 
women, and the youngsters 
who compose its audience of 
readers. 


® Readers trust this newspaper 
. . . know that both its news 
and advertising standards are 
high—high and rigid. 


®This is why they welcome 
The Chicago Daily News into 
their homes, for their children 
as well as themselves to read. 


® And this is why The Chicago 
Daily News is an advertising 
medium extraordinary. Influ- 
ential in the homes of met- 
ropolitan Chicago, it is an un- 
usually productive selling force. 


®™ The Home Coverage circula- 
tion of The Chicago Daily 
News penetrates every section 
of the city and suburbs, and 
exactly parallels purchasing 
power. In excess of 1,250,000 
persons among 465,000 families 
are regular, buying -minded 
readers. 


® During the first seven months 
of 1940, The Chicago Daily 
News published more Total 
Display, more General, more 
Retail, more Department Store, 
more Grocery and more Auto- 
motive Advertising than any 
other newspaper in the city— 
morning, evening or Sunday. 


(SOURCE: MEDIA RECORDS, INC.) 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 
With the Most Valuable Circulation in the City 


Daily News Plaza, 400 W. Madison St.. Chicago HM New York Office: 9 Rockefeller Plaza 


Detroit Office: 4-119 General Motors Building 


@ San Francisco Office: Hobart Building 
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REA Executive 
Reports Progress, 
Gives Counsel 


Washington, D. C., Aug. 22.—As 
of May 31, 1940, 224,000 miles of 
electric distribution had been com- 
pleted on the country’s 
through its efforts, the Rural Elec- 
trification Administration, U. S. De- 
partment of Commerce, reported 
today. By June 30, 1940, the REA 
had made 
691 separate borrowers. The Ad- 
ministration believes that 850,000 
consumers will be served by elec- 
tricity in the not distant future. 
This is exclusive of the 2,000,000 
farm families getting central sta- 
tion service. 


A survey of 82 electric systems | 


in 27 states, representing reports 
from 43,000 farmers, who had been 
receiving electric service for an av- 
erage of 13.6 months, indicated the 
following ownership of appliances: 

Coffee makers, 7.9 per cent; hot 
plate, 14.8 per cent; electric irons, 
84.1 per cent; radio, 87.5 per cent; 
range, 4.2 per cent; refrigerator, 31.6 
per cent; roaster, 2.1 per cent; 


farms 


loans of $270,000,000 to | 


toaster, 29.4; vacuum cleaner, 20.7; 
washing machine, 55.3; electric 
water pump, 15.3; milking machine, 
2.1; small motor, 14.5; poultry light- 
ing, 10.5; cream separator, 7.5; elec- 
tric brooder, 4.2. 

Views of Munger 

George D. Munger, REA director 
of utilization, said that the competi- 
tion for the farmer’s dollar is a 
competition among appliances rather 
than among brands of the same ap- 
pliance. 

“A number of leading manufac- 
| turers have been conspicuously suc- 
cessful in selling their products to 
| farmers who have recently received 
lelectric service,” said Mr. Munger. 
“There are certain common char- 
‘acteristics in the sales policies of 
these successful manufacturers. 
| First of all, they have studied the 
|farmer’s needs and have not hesi- 
tated to make changes in their prod- 
ucts to adapt them better to his 
needs. 

“Second, they have recognized the 


market are low. 
centrated and 


Prospects are con- 
easily identified. 


and can obtain a rapid turnover. 
There is seldom a trade-in problem. 
On REA-financed systems, manu- 
facturers reap the benefits of REA’s 
educational program, which creates 
a demand for various appliances 


fact that selling costs in the rural | 


Dealers need carry only small stocks | 


ST. LOUIS BREWERY DISPLAY COMBINES OLD WITH 


- = 
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Motion lends special interest to this display of Lemp Brewing Company. The front wheel on the vintage bike revolves con- 
stantly with the help of a concealed electric motor. 
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and stimulates purchases. REA 
also provides financing for many 
appliances, thus’ permitting the 


dealers to do a cash business. These 
manufacturers have been willing to 
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—FOR SOUTHERN 
AUTOMOTIVE BUSINESS 


The graph shown is a breakdown by months of the average annual 
sales of 50 key Southern automotive wholesalers. Parts and equip- 
ment dealers all over the great Southern market are now building up 
their stocks for the heavy upswing in buying that will come with the 
introduction of the new 1941 models. 
Automotive buying power in the Southern market has been ex- 
panding steadily for the past 7 years, with an increase since 1933 
of 37°, in vehicle registrations, as compared to 27°/, increase for 


the rest of the country. 


Each dot represents a 
city or town in which 
Southern Automotive 
‘t\ Journal has one or 
more subscribers. 


Southern new motor vehicle sales in 1939 


amounted to over 30% of the total for the country. This year the 
South's buying expansion will be boosted even faster by the vast 
sums the Government is spending in the South for the National 
Defense Program. 


—FOR EFFECTIVE READER 
APPEAL THROUGH S.A. J. 


20,000 Southern jobbers, dealers, garage men, fleet owners and 


pass on to the consumer these econ- 
omies in selling. One way of doing 
so has been to have dealers cooper- 
ate with the REA system in organ- 
izing group purchases by which the 
dealer can obtain an order for 10, 
20 or more units of an appliance all 
at one time. 


Cooperation Is Needed 

“Thirdly, these successful manu- 
facturers, usually through their 
dealers, have cooperated with the 
REA systems in teaching farmers 
methods of using electricity. Usu- 
ally this cooperation means that the 
dealer is willing to lend apparatus 
for demonstration purposes, and 
that the manufacturer himself co- 


operates with such REA activities 
as the traveling Farm Equipment 


Show and local exhibitions. 

“These manufacturers have also 
found that the REA staff in Wash- 
ington can be of considerable assist- 
ance to them in developing sales in- 
formation. REA’s Utilization Divi- 
sion has a field staff constantly in 
touch with the REA systems and 
familiar with the needs and desires 
of the farmers. 


Wide Open Field 


“In some ways, selling the rural 
market is like selling the urban 
market in the earliest days of the 
|electrical industry. Prospects have 
|to be educated to understand elec- 
| tricity and what it can do, to use 


|devices properly and safely. There | 


|is a wide-open field for new inven- 
_ tions, and a need for improvement 
of present products. Prices will be 
coming down as mass sales develop. 
New dealers must be found 
trained. It is a time for open minds 
and flexible policies, for ingenuity 
and invention. 

“But there is one great difference; 
the market will be sold quickly. 
Saturation figures rise rapidly. The 
manufacturers who reap the bene- 
fits of REA’s work will be those who 
get there first.” 


Cutex Injects 
New Angle into 


Nail Polish Copy 


New York, Aug. 21.—A new cop) 
slant for Cutex nail polish was in- 
troduced here this week when 
Northam Warren used five-column 


space in the Herald Tribune to 
claim that “Cutex nail polish 

Porous . . . does not ‘seal-in’ you 
nails and prevent absorption of 


moisture from the air.” 

Copy termed the product “a life- 
saver for splitting, brittle nails” and 
reported that “at approximate|) 
skin temperature, Cutex showed on 
an average a transmission of 80 pe 
cent more moisture than two othe: 
popular polishes of the same price.’ 

This insertion was in the nature 
of a test, it was learned, and the 
porous theme may subsequently be 
used as the basis for a_ national 
campaign. J. Walter Thompson 
Company has the account. 


Matheny to Hutchison 


John E. Matheny has joined the 
staff of Ewing Hutchison Company, 
Chicago, representing Hunting & 
Fishing and National Sportsman in 
Midwestern territory. 


Anderson Shifts 


Fred H. Anderson, formerly with 
Benton & Boles, Inc., has joined 
Ivey & Ellington, Inc., Philadelphia, 


jas head of the media department. 


and | 


On L&M Copy Stat 
Hazel Gwynn, formerly’ with 

Young & Rubicam, New York, has 

joined the copy staff of Lennen & 

Mitchell, New York. 


Fisher to Y&R | 


Dale Fisher, copywriter for Au- 


|brey, Moore & Wallace, Inc., Chi- 


cago, has joined the Chicago copy 


|staff of Young & Rubicam. 


COMING! 


service station operators bank on getting their new car information 
from the October ANNUAL NEW MODEL NUMBER of Southern 
Automotive Journal. Most of them can't go North for a show, but 
they can get, and will get, the whole story of new models, innova- 
, tions, detailed descriptions, service information, etc., from their 
i oe October copy of Southern Automotive Journal. 


; Give these 20,000 prospects your story too. They've more cars 
to service ... they need more (and will buy more) of your products 
to do the job. 

4 Advertising forms for the October NEW MODEL NUMBER 

eS close September 2st. No increase in rates. Don't forget—the 

— ; South is ready! 


GRANT BUILDING. ATLANTA. GEORGIA 


COTTON « ELECTRICAL SOUTH «¢ SOUTHERN HARDWARE «¢ SOUTHERN POWER and INDUSTRY 
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the case of the 


wandering carload 


We take for our text today, the freight car above. 

Last week its cargo made a Cook's Tour of small 
business. A case here and a case there. Result: lots 
of work and expense for the shipper. And not too 
much profit. 

But today’s load will be left on the doorstep of 
just one big customer. Result: a neat profit for 
the seller. 

Now multiply this car by many thousands, and 
you get the national sales picture. Thousands of 


not-so-profitable ‘‘I.c.l.”’ sales. And thousands of 


profitable carload-orders. 

These carload-orders are headed mostly for the 
big cities. Because just 25 big-city markets do 60% 
of today’s wholesale business, and half of all the 
retail volume. 

And that’s where your advertising’s headed, when 
you use the “New Method Of Magazine Advertis- 
ing’. For THIS WEEK MAGAZINE bears down 
on just these 25 Key Markets—and covers them as 
thoroughly as the next 4 weeklies, or the top 4 


women's magazines, com bined. 
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Instalment Copy thinks it best to insist upon a form 

|of advertising clear enough so that, 
Must Be Geared in the words of the prophet Isaiah, 
to Dim Wits 


| ‘Wayfaring men, though fools, shall 
|not err therein,’ it is not for the 

New York, Aug. 22.—In affirming | Courts to revise their judgment.” 
the cease and desist order issued by | 


the Federal Trade Commission! Agen for Hollow 
against General Motors Corporation | g wf pri 


and affiliates governing advertising | catescs tas cateiaaae tos Claeaee 


of instalment payments, the United | ofice of Erwin, Wasey & Co. to di- 
States Circuit Court of Appeals both rect its advertising. Ray Wash- 
exonerated the company from intent! burn is account executive. 


to deceive and upheld the authority —_—_—_—— 
of the FTC to insist upon copy that Lambert Joins FCC 
Robert D. Lambert has left Sta- 


would not deceive idiots. 

“It may be that there was no in-| ,. be “ : 
tention to mislead and that only the | po Agha Rg on a _ 
careless or the incompetent could| Federal Communications Commis- 
be misled,” said the opinion. “But| sion. He has been chief control 
if the Commission, having discre-! operator for WIS. 


tion to deal with these matters, | Ross Federal 


Expands Service 

Ross Federal Research Corpora- 
tion has announced a new service 
designed to combine reports on the 
technical characteristics of radio 
broadcasts with surveys of listener 
preference. 

The project will include the 
Edgar Felix for four years and lis- 
tener preference reports to be com- 
piled by Ross Federal. 


Spur Blimp Resumes 


Walter Chrysler, 
Motor Genius, 
Laid to Rest 


Detroit, Aug. 21.—As Walter P. 
Chrysler, who rose from 


field, was laid to rest today in New 
York, the biographers were still 
trying in vain to fathom the secret 
of his success. Mr. Chrysler died 
Aug. 18 after an illness of several 


With a brand new ship just out) months. 
of the Goodyear factories, Canada | 


Dry Ginger Ale, Inc., resumed its 
airship tour of the country Aug. 21. 
The new ship replaces the blimp 
damaged in a storm in Boston. The 
tour is in behalf of “Spur,” new 
soft drink. 


Some of the advertising agents who 
had the privilege of working with 
Mr. Chrysler believe that he had a 
special genius for promotion, despite 
the fact that he amassed his great 


| reputation as a genius in production 


humble | | 
railroad worker to head of one of | 
Radio Coverage Reports issued by| the Big Three of the automotive | 


—— 


THE KING IS DEAD 


Walter P. Chrysler 


and organization. His spontane: 
remarks were turned into advertis- 
ing campaigns, as witness the heac- 
line, “Then give me a _ miracle,” 
which galvanized car buyers into 
action a few years ago. Close bus'- 
ness associates assert that this ex- 
clamation was actually uttered by 
Mr. Chrysler. 

Whether he made any active con- 
tributions to the “Look at All Three” 
campaign which was another sensa- 
tion a few years ago, and which will 
|probably go down in automotive 
| history as the outstanding campaign 

of all time, is unknown. It see: 
logical to believe, however, that his 
analytical mind would not overlook 
|}such a challenge to his contempo- 
| raries. 

| 

JEROME MENDLESON 

| New York, Aug. 21.—Jerome 
| Mendleson, 66, president of B. T. 
| Babbitt, Inc., died of a heart attack 
| last week while on a business trip to 
the Pacific Coast. Mr. Mendleson 
| was chiefly responsible for the ad- 
vertising renaissance of Bab-O and 
other cleansers. 


Ss 


A. H. BILLINGSLEA 


New York, Aug. 19.—A. H. Bil- 
lingslea, member of the family long 
identified with the farm paper field, 
died here Aug. 15 at the age of 74. 
Mr. Billingslea represented the Corn 

Belt from 1897 to 1903. For the next 
| seven years he sold space for Asso- 
ciated Sunday Magazines. 

He moved to New York in 1910 
as a farm paper representative, his 
list including some of the country’s 
leading papers in that field. With 
Martin Fiske, he directed the New 
York office of J. C. Billingslea Com- 


pany, of which his brother is the 
head. 
RUSSELL PALMER 

Los Angeles, Aug. 20.—Russell 
Palmer, head of Palmer Publica- 


tions, publisher of Petroleum Wor'ld, 
Facts About Sugar and other bus!- 
ness papers, died suddenly here 


5 ey ee et ee ee ae 


Availabilities Now 


% Ten millivolts througl.-ut 
the Albany-Troy-Schenec- 
tady Metropolitan Area 
—Twenty-third Market of 
the U. S. 


Center of the dial posi- 
tion and fine programs 


(news and music). 


Best availabilities at ‘ow- 
est rates in New Yorks 


Capital Triangle. 
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‘ ‘Dawns For 
Chemurgy—the science of developing new uses for farm a O 
a products through chemistry—has become a by-word in 4 GRICI ] | Tl RE 
ie Texas because The Dallas News and The Semi- Weekly 
= Farm News have made it so. I Th 
~ n € 
6" Paper from pine -starch from sweet potatoes —vege- St St t 
-- table oils from peanuts, flax, tung trees, soy beans Lone ar ate 
ive these are just items in the Farm Chemurgy movement. 
ien 
ms 
- H O W IT WOR K § : 
o 
me 
r. 
ick 
) to 
Son 
cs Time for Action 
i 
‘ On Sweet Potato 
Pota al CroP Starch Industr j 
3il- Bandas eres ot yarns Weld) ——| Technical Machinery 
ng ae 0 0 wel a dy in Order to 
od, Sa ons ot 40 Naan for Readers Urged to rn Up New Outlet 
a4 p | BErsaratet ores’ testol | Send Chemurgic News For Farmers’ Yams 
orn ea an 8e8* One el | Jtems to This Page on eaee 0. seen. 
ext w | pecists” vee tt Site fl 2",05ne Southeont may have prea mplp hong ny aN 
re bisa oe a ed ee ois | Wee mee 
910 ae 7. we to Sis ee. Sree, || orectieally woreed out By SORTS 
his . 
ry’s 
_ Here are two articles published last year—typical of the many that 
ym have appeared upon this subject. 
the 
= $500,000 
ca & 9 
' i. Cl r Here is a Dallas News “scoop” of 
1emu oy August 7, 1940. The backers of the 
— ye d project freely acknowledge The News’ 
z— | irmlorme urging had a great deal to do with the 
launching of the project. 
bad Will Build Plant 
ut ‘To Dehydrate Yams 
: Into Keed and b lour; é 
y ‘ ° ° ee ° e , . “gia 
- Dallas Man at Head Chemurgy is one of many activities that lie behind the power iy 
F AYER Such plants—this is the third in Amer and prestige of The News. “a 
BY VICTOR SCHOFFELM N ag ica—pay growers $5 to &7 a ton for " 3 : - : 7 . 
Agricultural Editor of The News: Pape a ¢ R90 When YOU advertise in the Dallas market—this buyer- FI 
“0. corporation known as sweet potatoes a return of *30 an ; E a : : 4 
; 7 aye - Industries, Inc. acre or three times the income from an influence is at your disposal. And ( hemurgy is IN- 
¥ "lexe yemurgic ; ; Re . ; . yas e 
to prion and otherwise proce] average acre of cotton at present prices. CREASING the buying power of your Texas customer. ; 
NS the. * aga potato and other che- * 
Write The News for Your Copy of Folder on Chemurgy in Texas 4 
950 . 
John B. Woodward, Ine.. Representatives Member: Basic Newspaper Group, Ine. 
Affiliates: The Semi-Weekly Farm News The Texas Almanac $3 Radio Station WFAA (50,000 watts ) 
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"MISS WBT" 


if 


Louise Everett, entry of Charlotte, N. C. 
radio station in "Miss America’ con- 
test, who is at present adding magnet- | 

ism to the station's reception room. 4 


Geary Heads Branch 

Reginald Geary has been ap- 
pointed manager of the Calgary of- 
fice recently opened by Stewart 
McIntosh, Ltd., Vancouver, B. C. 
He was formerly in the advertising 
department of the Alberta Tele- 
phone System and previously in 
agency work in the Orient. 


Expenditures 
Underestimated 


| also 


Farm Savings, 


“GO AHEAD 


ant 


FREEZE ME 


iP. 


Be 


Philadelphia, Aug. 22.—Average 
savings per family are greatest in 
America’s farming regions, accord- 
ing to an analysis by the commer- a 
cial research division, Curtis Pub- 
lishing Company. Curtis research 
supports the contention of 
others in the farm field that statis- 
tics on buying of farmers are defec- 
tive. ' 

The savings study found that in 
metropolitan centers the half of the j 
> one ° , . Anvwer thet Crying Weed for Ket Water 4 
families enjoying the largest in- wir ov Eleckrec WATER HEATER 
comes has an average annual saving 
of $120 a year, while the same group 
in rural communities averages $324 
a year. This sum comes out of 
$1,141 available for spending or sav- 
ing. 

The new figures, showing that the 
rural families are better spenders 


OMPANY 


+ 5610 & Weshingter 


ecm 7 6 Meridien + Phone MUST 7677 


their respective companies. 


—— 


WINNING NEWSPAPER COPY IN WATER HEATING CONTEST 


GET THE FACTS ABOUT LOW COST 
ELECTRIC WATER HEATING AT 
YOUR DEALER OR OUR SHOWROOM 


ne DOWN! 


(OW MONTHLY TeRms 


T. H. Kettle won first place and $250 in the Modern Kitchen Bureau's competition for the series of which the kitchen scene 
is a part. Second place and $100 went to John G. Longsdorf and his baby pictures. They are advertising managers of 


than they ever have been given 
credit for, take into account the fact 
that rural families do not make all 
of their purchases in so-called rural 
places (under 2,500). The Govern- 
ment Consumer Purchase Survey is 


the first study producing facts that 
show that a large part of farm fam- 
ily spending is done in cities and 
other urban places (over 2,500). 
The Curtis Publishing Company 


Latest 1940 Census 
‘Troy + available 


es ead 


THE TROY RECORD CO 


140,000 
* THINKS” 


Due to the constantly in- 
creasing readership of The 
the 


city’s sole dailies, you can 


Record Newspapers, 


now get more than 140,000 


consumers to think about 


the advantages of your product 
when you schedule Troy. To reach 
“everybody” in this fertile field 
costs only 12c per line. 


THE TROY RECORD 
THE TIMES RECORD 


J. A. VIGER, ADVERTISING MANAGER 
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took preliminary consumption fig- 
ures of the government’s data for 
nine Illinois and Iowa counties and 
prepared a balance sheet against 
rural retail sales in these same 
counties as disclosed by the U. S. 
Census of Distribution 1935. After 
deducting expenditures for services, 
taxes, education and other items not 
purchased through retail channels 
and adding money spent for farm 
operation, the study shows that ex- 
penditures for commodities of all 
farm and village families in these 
counties amounts to nearly $27,500,- 
000 a year, compared with the rural 
retail sales figure of $13,576,000 as 
given in the 1935 Census. 

“The comparison enables us to say 
that consumption by rural families 
is twice as great as sales in rural 
places,” says the Curtis study. 
“Stated another way, it is clear that 
rural families buy as much in urban 
places as they buy in rural places 
and that rural families account for 
36 per cent of total retail sales and 
not the 18 per cent indicated by the 
Census record of sales in rural 
places.” 


McKee, O'Leary 
Join NBC Sales 


Robert G. McKee has joined the 
Blue network central division sales 
staff of National Broadcasting Com- 
pany in Chicago, while Frank J. 
O’Leary is an addition to the Red 
network staff. 

Mr. McKee was formerly asso- 
ciated with his father in Homer Mc- 
Kee, Inc., advertising agency. Mr. 
O'Leary has been with Conde Nast 
Publications. 


Jacquin to Produce 
Forbidden Fruit 


Charles Jacquin et Cie, cordial 
maker, has obtained rights to pro- 
duce Bustanoby’s Forbidden Fruit 
liqueur. 

Philip Klein Advertising Agency, 
Philadelphia, announced that Coun- 
try Life, Cue, Esquire, Fortune, 
Harper’s Bazaar, House and Garden, 
House Beautiful, The New Yorker 
Spur and Vogue will be used. 


Joins Cohen's 


Jack Hoffenberg has become ad- 
vertising and sales promotion direc- 
tor of Cohen's, Washington, D. C 
largest retailer of pictures, mirrors 
and frames in the country. He has 
been an account executive with 
Henry J. Kaufman Advertising 
Agency. 


Dallis to Bureau 


Ernest E. Dallis, Atlanta adver- 
tising man, has been appointed com- 
mercial agent of the Atlanta office, 
Bureau of Foreign and Domestic 
Commerce. He was with the At- 
lanta Constitution before entering 
the advertising field 


International Station 
Approved by FCC 


The Federal Communications 
Commission has granted Columbia 
Broadcasting System a permit to 
construct a new international 
broadcast station 


The new station will be erected 
at Brentwood, N. Y 
. ee, , 
t v % 3 
a4 4 = 
= ede ips 


Shopping News 
Hit by Ordinance 
in West Orange 


West Orange, N. J., Aug. 22.—The 
Recorder's Court here has reserved 
decision on a complaint that the 
“Shopping News of Northern New 
Jersey” violated an ordinance pi 
hibiting distribution of advertising 
circulars unless carriers obtained 
permits or unless delivery was or- 
dered by recipients. The Court 
ruled that “Shopping News” is not 
a newspaper and that the ordinance 
is not unconstitutional, as contended 
by defense. 


Question of Delivery 


The only question now before the 
court is whether the recipients or- 
dered delivery. Defense Counsel 
Charles S. Barrett sought to prove 
they did by calling to the stand Ed- 
ward Fox, district circulation man- 
ager in charge of West Orange. 

Fox testified he and four others 
about three months ago canvassed 
the “better” sections of town to de- 
termine whether householders 
wanted delivery continued. In cases 
in which they answered in the neg- 


ative the delivery boys were in- 
structed not to leave “Shopping 
News,” he said. 


Bullard Moves 
Cecil Bullard has 
Furniture Company, 
Texas, to become 
manager of Booth 
pany, Shreveport, La. 
president of the San 
vertising Club. 


Karotkin 
Antonio, 
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merchandising 
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INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
—— 


uniquely eT 


hing unit. 


. | 8 SC Po | 
ay: —_—eaea_aeYrTlRKmTl_—x—x«x«x«x«—«—«—«—«—«—«—«—«—«—«—«—«—<<<_<=_=_=_=____—_—_=_=—=—=£==—=£_§$—=£=£={_£_£x—=E—=—=E{ —_E_E=E——E___E—_—_E___—_—E_z_E_E_E_E_E_E_—=—=—=—===———————————— 
— a 
Bees . a ” ' 
ag - NO THANKS, | HAVE A HELPER’ | 
 . . ‘ Pe? fal ; A’ Lf ~ oo and what «a helper’ Cats ony dobwathung tom 
sey eBid a , J! > & Ne 2% ——— eorrnvin : 
Mw  —- D4 Se seca ae 
7 = al “i -— ‘ < . ' a A! ee Se | 
‘ aa * ( 
, : a § Pes 
ae me } vj in Stee 1 
aah ile. ; 
lk = WORTHERN STATES POWER COMPANY [imeern , 
“f Pa - * : 
e 
_¥s semen aaa amaaesanemamsaaasaadeamamaameaaasaaais r 
D/ , 
ee roy © ( 
a aaa N \ ) 
eS Fence 3e T 
Ai, ons ee 
ps = } n 
’ ie sig Md 
\ “> A. 
a“, _ 
” i 7 WW, : 
ceased { 
pe, 6 
'O} \ T_if 
‘ ~ 
, a 
atl = =e a 
ge Pr ~~ i 
sii mee 5 et BUN oe, ' 
gl Pe er ‘ 
. o a eo Ea 
eg, ee A ae 6 a - 
> ae AS Eta) FE 
Ski 
J ls ~ : : ¥ 
wit * | 
a wstUsTEY aL 1030-1040 |» 
~\ CERAMIC ES 
3 DATA BOOK | 
} man Baling 
-  @@a3 > = 
fF. = 
a SB 
: ee 
bia 
a : -— | 
—— ff 
es | 
2p bisin ES oe” (RU ee eave RR ae . tse Re he ane FO eS Te po +: 
i 2 1 aes Re! | | - a eaey a poe, toe "ee a ae 


ytkin 
pono, 
ising 
‘om- 
past 
Ad- 


August 26, 1940 


ADVERTISING AGE 


Nebraska Seeks 


Many Objectives 
with $50,000 


Small Appropriation 
Asked to Do Big Job 
for Business 

BULLETIN 


Lincoln, Aug. 23.—The “honorary 
citizen”’ windshield sticker plan ran 
nto a snag today when R. F. Weller, 
state motor vehicle commissioner, 
uled that it would violate state 
traffic laws. The State Advertising 
Commission accordingly instructed 
Bozell & Jacobs to “think of some- 
thing else,” and report later. 


Lineoln, Aug. 22.— Nebraska is 
making $50,000 go a long way. A 
campaign approved by the State 
Advertising Commission has the 
multiple objective of selling Ne- 
braska’s products, its highways and 
scenery and its industrial advan- 
tages. Bozell & Jacobs, Omaha, is 
the agency. 

Spearheading the plan to attract 
tourists is a series of advertise- 
ments in Life to be run early next 
year. The travel promotion is built 
around a special “Honorary Citizen” 
sticker and state “Tour-o-Graph” 
traffic guide, designed to tie in with 
ihe state’s oil and gasoline interests, 
tate highway department and traffic 
patrols. 

Wheat, beet sugar, apples and po- 
tatoes will be the principal farm 
products advertised using trade 
journals such as American Baker, 
American Miller, Bakers’ Helper, 
The Packer and Southwestern 
Miller. Nebraska beet sugar is sched- 
uled for advertising in Good House- 
keeping and possibly other women’s 
magazines. 

For industrial promotion the com- 

ission has selected nationally 
circulated business magazines, in- 
luding Business Week, Dun’s Re- 
iew, Forbes and Nation's Business. 
National defense will feature some 
of the advertisements, some of 
which may be run in periodicals 
eaching war department and gov- 
ernment officials. The commission 
lso. authorized a survey to de- 
termine the possibilities for prep- 
ration of material to secure de- 
fense industries and military con- 
centrations for the state. 

Following publication of the first 
idvertisements in national publica- 
lions, the entire campaign is ex- 
pected to gather momentum rapidly 
s state and local governments, civic 
"ganizations, trade associations, 
yu ness firms and individuals 
aunch their cooperative activities 
to increase the demand for Ne- 
aska agricultural products, fruits 
ind vegetables, and to promote the 
levelopment of tourist traffic and 
the state’s industrial development. 

The belief of millers outside the 


state that Nebraska's hard winter 
wheat is inferior to that grown in 
other sections will be fought by a 
series of six full-page advertise- 
ments in four miller and baker 
publications. The quality and pref- 
erability of Nebraska wheat, and its 
advantages in milling and baking, 
authenticated by the Nebraska 
Grain Improvement association, 
state department of agriculture and 
the state university, will form the 
basis for these advertisements. 
Demand for Nebraska apples and 
potatoes has been handicapped by 
extensive advertising carried on by 
growers in other states. To tell the 
world about the high quality of Ne- 
braska apples, potatoes and other 
fruits and vegetables, such as to- 


matoes, sweet corn, beans, cabbage, 
a series of advertisements will be 
published in The Packer and its re- 
lated sectional editions. These ad- 
vertisements are scheduled as the 
various crops are available to buy- 
ers. Nebraska consumers may also 
be urged to buy Nebraska-grown 
vegetables and fruits. 

Reprints of the advertisements 
will be distributed among grocers 
of Nebraska to stimulate the home 
market for these Nebraska prod- 
ucts. 

Seeks Sugar Market 

Domestic sugar users have clung 
to a popular prejudice that “beet 
sugar will not jell.” To dispel this 
myth, a series of advertisements in 


Good Housekeeping will tell home- 
makers of improvements in grow- 
ing and refining that have removed 
these objections and made beet 
sugar equal to cane in every re- 
spect, according to the advertising. 

A “Buy Nebraska” campaign will 
be carried on through all Nebraska 
newspapers and radio stations. This 
is designed to promote the use of 
Nebraska - grown and Nebraska- 
processed products by Nebraskans. 
In addition to the newspaper ad- 
vertisements and radio announce- 
ments, civic, farm and business or- 
ganizations will be asked to coop- 
erate. The “Buy Nebraska” message 
will be carried on posters, in dis- 
plays and by direct mail advertising 
of Nebraska agricultural and _ in- 


dustrial organizations. 

“Buy Nebraska” stickers, to be 
affixed on stationery and envelopes, 
will be supplied. The benefits of 
consuming home-grown and home- 
processed products because of their 
quality and because this will in- 
crease payrolls, income and general 
prosperity within the state, will be 
emphasized. 

National advertising to lure trav- 
elers to and through Nebraska will 
be deferred until next spring, be- 
cause the commission's appropria- 
tion was not made available until 
the 1940 tourist season was more 
than half over. Early in 1941, a 
series of advertisements will appear 
in Life to secure for Nebraska a 

(Continued on Page 14) 
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JUST A LITTLE PRAIRIE FLOWER 


cities. 
of 1890 was taken. 


neers. 


100,000 mark. 


growing newspapers. The 


@ Planted in the midst of the Southwestern prairie 
fifty-one years ago, Oklahoma City has staged a de- 
velopment unparalleled in the history of American 


It was but a year-old seedling when the census 


doubled. By 1920 it was reaching upward toward the 
Today, despite the depression of the 
past decade which caused many an American city to 
wilt, it has blossomed out into full metropolitan pro- 


portions of a city of more than 200.000. Such a wide- 


demanded equally wide-awake, up-to-date, constantly 
Daily Oklahoman and 
Oklahoma City Times, always keeping pace with, 


7 04 
ashe i] 


proved 


The count was 4,151 hardy pio- 


Ten years later that figure was more than 


awake, up-to-date, constantly growing community has 


many times setting the pace for, this market, have 


munity’s life and thought. 


KLZ, DENVER 


...growing B-I-G-G-E-R every hour! 


themselves such newspapers. 


day more than ever an integral part of this com- 
They should be made an 


integral part of every selling effort in this market. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


(Under 


They are to- 


THe FARMER-STOCKMAN * MiIUSTLETOE Express 
WKY, Oxtanoma Crtry * KVOR, CoLorapo Sprincs 
Affiliated Management) 


REPRESENTED BY THE Katz Acency, INC. 


LAHOMA CITY NOW 204,17 
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D. O., Chicago. Mr. Toigo brings 
with him a rich background of ex- 
perience in developing sales and 
advertising plans for such first line 
national advertising accounts as 
Standard Oil (Indiana), Armour 
and Frigidaire. Mr. Toigo will 
function creative head of the 
agency. 


Piper Is Addition 


FIGURES IN EXPANSION 


as 


George E. Piper of Chicago joins 
the agency as second vice-president 
in charge of market analysis and 
Mr. Piper was for eight 
| years director of research for Mont- 


| 
| research. 


| States Advertising Corporation will 


pay particular attention to evalua- 
tion of advertising results in terms 


of net increases in dollar sales, for 


which it reports it has developed 
new methods not generally avail- 
able in agency practice. 


Northrup Names Riordan 


Northrop Aircraft, Inc., Haw- 
thorne, Cal., has appointed John H. 
Riordan Company, Los Angeles, to 
handle its advertising. Aviation 
publications are being used. 


‘Names Simons-Michelson 


Grant, Bucknell Head 


‘New NBC Divisions 


Gene Grant has been appointed | 


to head Blue network sales at the 
San Francisco office of the National 
Broadcasting Company and Harry 
Bucknell will have a corresponding 
position with the Red network, Billi 
Ryan remaining as general sales 
manager. 

This move is in keeping with the 
recent separation of the NBC sales 
organization. 


New Katzinger Division 


—— 


Fraternal Papers, “Life” 
on “Donut Week” Schedule 

Space is being taken in 22 fra. 
ternal magazines and the Oct. 4 
issue of Life to promote Nationa) 
Donut Week, Oct. 28-Nov. 2. 

Among the publications being 
used are American Legion Maga. 
zine, Columbia, Elks Magazine, ki- 
wanis Magazine, Lion, Moose Maga- 
zine and Rotarian. 


‘Listeners’ Opinion 


Opens N. Y. Office 


Listeners’ Opinion, Inc., recen: 


George E. Piper John Toigo gomery Ward & Co. and has for 7 ' Arthur S. Alter has been ap- organized in Springfield, Mass., 
rn ie Gant aevenel woure ennducted bis American Greeting Publishers, pointed general manager of the new | opened a New York office with Psy! 
the past severa years conduetee ™S | Cleveland, has appointed Simons- flashlight division of the Edward | Howard, formerly with the \ 
Toledo A en own research and market analysis |\ichelson Company, Detroit, to Katzinger Company, Chicago, maker | Street Journal, in charge. 
firm in Chicago. handle its advertising. Ivan Frankel of baking pans, kitchen tools and The organization specializes 
Under the new order, United|is account executive. cutlery. radio research. 
s Ne 33 
ew Officers i 3 
Toledo, Aug. 19.— Appointment +o ait ae “a 
of Theodore F. MacManus, of De- “ oe o 
troit, as counsel in connection with itis 
advertising of Willys - Overland a 


Motors, Inc., was 
announced today 
by Ward M. Can- 
aday, president 
of United States 
Advertising Cor- 
poration, follow- 
ing important 
personnel] 
changes. 

Mr Canaday 
becomes chair- 
man of both the 
Toledo and Chi- 
cago. divisions, 
being succeeded as president here 
by Harold Merillat. John Toigo 
becomes executive vice-president, 
and George E. Piper second vice- | 
president in charge of market an- 
alysis and_ research. James C. 
Ewell becomes president of the Chi- 
cago division of which he has been | 
executive vice-president. 

“The securing of the services of 
Mr. MacManus,” Mr. Canaday said, | 
“brings to the cooperation of Presi- 
dent Joseph Frazier of Willys-Over- 
land, in his progressive plans for 
that company, a man who has con- 
tributed to the advertising success 
of more automobile companies than 
any other, and marks another step 
in the advancing program of Willys- 
Overland for the coming year.” 


Work of Merillat 


Mr. Merillat, new president of 
U. S. Advertising Corporation, spent 
four years with Grace & Holliday 
and for seven more maintained an 
independent merchandising service 
in Detroit. He joined the Toledo 
agency three years ago and recently 
in addition to his executive work 
has been account executive on the 
Libbey-Owens-Ford account. 

Succeeding Mr. Merillat as execu- 
utive vice-president and _ general 
manager is John Toigo, formerly 
vice-president of Campbell-Ewald, 
Detroit, and account executive with 
such top-flight agencies as McCann- 
Erickson, Lord & Thomas and B. B. 


ACTIVE MARKET | 
BUYS NEW CARS 


Sales records made in popular and . 
higher priced models. Dealer and sales- | Manufacturers of branded products 


man honored. 
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Harold Merillat 


OU can’t always tell the depth of a 
well by the length of the handle on 


the pump. Nor can you conclude that 


who faithfully serve the rural market 
are also secure. For there’s lots of what 
it takes to make America, in the towns 


when Congress recesses, our legislators under 10,000 and on farms. 


all go fishing to escape the hot weather There’s sound public opinion to help 


in Washington. guide our lawmakers. There’s buying 


As a matter of fact, Congress has power to keep industry humming. And 
recessed frequently lately not because there’s an advertising advantage in this 


the members need to rest but because field you can’t find anywhere else. Here, 


they must have time forquick trips home a single family magazine goes regularly 


to consult the people they represent. into more homes than does any combi- 


nation of general publications. 
The cream of Agriculture . . .2,000,000 


. depend upon 


When Congress recesses, most of the 
members check public opinion in the 
rural field. For 61°; of the U.S. Repre- 
sentatives and 75°; of the U.S. Senators 


upper-half families . 
Country Gentleman for entertainment 
and for vital news of their livelihood. 


represent districts that are predomi- Country Gentleman has repeatedly 


y *< y ‘ wre) 
nantly rural. And any Congressman demonstrated its unique power to move 


knows that to serve the majority faith- its readers to action. Country Gentle- 


fully is to be secure in office. ; 
y is to be secure in office man can swing Agriculture’s vote to 


your product. Why don’t you try it! 


Motor Sales Company, Winston-Salem 
Plymouth dealer was recently honored | 
by the Plymouth Motor Corporation as 
ce the “North Carolina Plymouth Dealer 


wiz 
a of the Year 1939” for having sold | 
more Plymouth automobiles than any 
oe i other dealer in the state ... AND 
Alex Beroth, a salesman was the first 
b ; North Carolina salesman ever to break 
. P into the exclusive “Chrysler 100 Club” 
: | ... an organization comprised of 100 
q salesmen in the United States who sold 
Be 100 Chryslers between July 1, 1939 and 
: re June 30, 1940. 
we These two instances of outstanding ’ 
sales records illustrate the versatility AGRICULTURE $ TOP TWO MILLION 


of the Winston-Salem Market. Be your 
product low-priced, popular-priced or 
higher-priced you'll find CUSTOMERS 
here. Cultivate them through the 
columns of the 


JOURNAL AND SENTINEL 
Winston-Salem, North Carolina 
National Representatives: 


KELLY-SMITH COMPANY 
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N ew York Si PS. 
Reads in ‘Pause 
That Refreshes’ 


New York, Aug. 22.— With hu- 
midity adding to the discomfort of 
mercury in the upper eighties, “the 
pause that refreshes” became more 
than a famous slogan to about 500 
advertising men in the metropoli- 
tan area this week, thanks to the 
pro! \otional ingenuity of the print- 
ing house of Davis, Delaney & 
Harrs. 

Between two and four’ each 
afternoon, just about the time 
when the clock hands seem glued 


rounds of advertising offices and 
dropped off little packages of good- 
ness in the form of three chilled 
bottles of Coca-Cola, serenely 
nestled within the confines of a 
waterproof, ice-packed container. 
The gesture was aimed at calling 
recipients’ attention to a colorful 
brochure which accompanied the 
beverage. The promotion piece 
dealt with Davis, Delaney & Harrs’ 
production of Coca-Cola’s “Flower 
Arranging” book, now in its third 
printing and well over the million 
mark. The brochure described the 
background, design and printing of 
the spectacular Coca-Cola book 
which has been extensively mer- 


Osborn Appoints 
Griswold-Eshleman 


Osborn Mfg. Company, Cleveland, 
has appointed Griswold - Eshleman 
Company, Cleveland, to handle its 
advertising. The Osborn company 
makes brushes, moulding machines 
and the Johns conveyor. 

Market studies now are being 
made prior to announcing campaign 
plans. Business publications and 
direct mail will be used. 


Modern Promotes Dawson 


Harold L. Dawson, formerly a 
member of the sales staff, has been 
appointed advertising manager of 
Modern Magazines. Duncan A. 
Dobie Jr., has returned to the posi- 


Business Editors 
Plan Canadian Trek 


The National Conference of Busi- 
ness Paper Editors will meet with 
Canadian officials in Ottawa Oct. 3 
and 4. Among Canadian personages 
to be interviewed will be Prime 
Minister Mackenzie King, the Min- 
ister of Trade and Commerce, the 
Minister of Finance, the head of the 
Department of External Affairs and 
others. 


IAMA Plans Convention 
The Interstate Advertising Man- 
agers’ Association will hold its fall 
convention in Reading, Pa., Sept. 
27-28. Newspaper advertising man- 


F , ; : agers from Pennsylvania, Delaware 
to fixed positions, an army of |chandised in national magazine tion of Eastern advertising man- and Maryland will attend the 
Western Union boys made its | copy. ager which he formerly held. sessions. 
ars ran a ae = ~eage sateen —E me ~ Soe oe Se 
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CASH FOR HOME BAKERS 
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HURRY! CONTEST CLOSES Oct. Ist! FOLLOW THESE fas) @uLES 


$1,000 Contest 
to Popularize 
Home Baking 


Chicago, Aug. 22. After testing 
the idea in four states in a spring 
campaign, Northwestern Yeast 
Company has launched a _ national 
campaign for the restoration of 
breadmaking as an American home 
art. The medium will be a $1,000 
contest for home bakers, Herbert B. 
Taylor, advertising manager, ex- 
plained. 

The first contest was announced 
in publications covering Missouri, 
lowa, Nebraska and Kansas. It 
lasted only 15 days. The renewal 
of the plan provides for insertions 
in both national and sectional rural 
publications and the contest runs 
until Oct. 1. 

Full pages will appear in Septem- 
ber and October issues of Capper’s 
Farmer, Farm Journal and Farmer's 
Wife, Household Magazine and Suc- 
cessful Farming, with two Septem- 
ber editions of Pathfinder also be- 
ing utilized. Sectional farm papers 
to be used include California Culti- 
vator, Farm and Ranch, Oregon 
Farmer, Pacific Rural Press, Pro- 
gressive Farmer and Washington 
Farmer. 

Winners will receive 158 cash 
uwards, ranging from a $500 first 
prize to 150 prizes of $1 each. Con- 
testants are required to write in 50 
words or less why they like Maca 
yeast, submitting three wrappers 
with each entry. Hays MacFarland 
& Co. is the agency. 


Grant in East 

Grant Advertising, Ine., has 
opened offices in the RCA blidg., 
New York. 


THIS IS 


Fine screen halftone printing 
results like this, on ordinary 
newsprint, achieved on high- 
speed rotary presses with DI- 
RECTONE, using original en- 
gravings. Send for samples 


SHOPPING NEWS 


Rewscotr “Division CLEVELAND 


DIRECJONE 
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Point-of-Sale Merchandising 


The National 
Association, 


Food Distributors’ 
meeting in Chicago 
last week, devoted an afternoon 
session to presentations by media 
representatives of the techniques 
used in merchandising national ad- 
vertising at the point of sale. This 
familiar operation, in which 
advertisers, media and distributors 
endeavor to insure utilization by the 


IS a 


retailer of the consumer’ values 
created by advertising. Everybody 
agrees that advertising does not 


accomplish its ultimate purpose 
until the retail sale has been made. 

It was interesting to note, how- 
that in one of the 
tions considerable emphasis was 
laid on the of retailers to 
develop group promotions, in which 
the advertised product is associated 
with other 


ever, presenta- 


desire 


goods 


which the mer- 
chant is anxious to emphasize in his 
selling. Usually, it was agreed, 
these are unadvertised, private- 


brand items on which the merchant 
feels that he 
»pportunities. 

This attitude on the part of the 
retailer might be dismissed merely 
an indication of how unadver- 
tised »roducts frequently get a free 
ride on the back of the advertised 
brand, as they so often do when an 
advertise 
then 


has greater profit 


as 


market 
has 


pioneers a and 
that he created a 
demand in which many other pro- 
ducers p2a'ticipate because of their 
success in getting trade co-opera- 
tion. But since the reason for this 
policy on the part of retailers rep- 
resents a basic situation, it 


finds 


should 


be defined and an effort made to 
meet it. 
If the retailer is convinced that 


he can !nake more money promoting 
unadvert sed than advertised goods, 
and accepts the latter reluctantly, 
the double pressure of 
consumer demand and merchandis- 
ing effort, the situation of the adver- 
tiser becomes increasingly difficult. 
If the dealer is convinced that his 
primary interests lie with private- 
brand, unadvertised goods, then the 
road of the advertiser may become 
rough indeed unless he 
prove his case. 


because of 


able to 
That he has a good 
case is evident, but that it has been 
convincingly presented to distribu- 
tors and retailers is to be doubted. 
Good and 


is 


consistent advertising 
does reduce sales cost and accelerate 
turn-over, thus increasing net profit 
beyond the limits indicated by a 
comparison of percentage mark-ups. 
But what the actual net profit 
on one advertised product as com- 
with 
petitors, 


1S 


pared its unadvertised com- 


or on one advertising 


success as compared with 


which 


other 


brands are merely called 
“advertised” by courtesy? These are 
primary national 


to 


questions which 
advertisers 
and to answer specific 
Only the the profit 
possibilities of advertised, fast-mov- 
ing products the 
now fields by 
long-margin items which are riding 
to town on the back of point-of-sale 
promotion of advertised brands 


should begin study 


in terms 


facts about 


will dispel lure 


exercised in many 


Selling the American Way 


Wendell Willkie used the 
“salesmanship” in his 
and it had a 
to business 
know that salesmanship 
to get acceptance for any 
idea, product or social system, but 
in all the political discussions in 
which the country has weltered for 
the past decade, there has been little 
mention of selling or salesmanship 
It candidate who 
himself a business man and master 
salesman to bring this term out of 
the dictionary and again relate it 


word 
acceptance 
refreshing 
Business 


speech, 
sound 
men 


ears. 
is 


needed 


has taken a is 


4 to the pressing problems of the 
4 
American nation 
’ Whether you call it diplomacy, 
propaganda or statescraft, it is still 
‘ salesmanship. Putting over a plan 
P for greater co-operation among all 
a > . ’ 
’ ik of the nations of the Western world, 
, > <€ zm . . 
; =a convincing the country that con- 
; ; scription of man power for military 
; service is necessary, persuading in- 
; dustrial executives to render full 
‘ 
. 
; f 
. 2 
; $ 
: 
a Fa 
: bn od ae A 
may HIT Sa tates ee 


and complete co-operation the 


all of these 
salesmanship. 


in 
preparedness program 


represent Calling 


them that defines the operation in | 
to | 


terms which make it 
the methods employed 
according to business standards 


Successful salesmanship, as busi- 


possible 
measure 


ness knows it, is not merely enthusi- 
astic and clever presentation of an 
idea or service. First of all it means 
good product, honestly 
designed to do the job for which 
it is offered, and representing full 
value for the price demanded. And 
it involves giving the buyer all the 
facts, fully and honestly, without 
specious or superficial glossing over 


having a 


of essential information 


We are glad Mr. Willkie talks 
about salesmanship. America can 
use more of it—and if politicians 


in general will employ salesmanship 
as business knows and understands 
it, we shall begin to get somewhere 


| y , 
vy 
| o) 


NOBLE RED MAN DISCOVERS ADVERTISING 
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Outdoors 


"| see the chief's got a new account.” 


Ad-libbing 


“Informat” Makes Its Bow 
Out in Chicago there were 
Automats—nickel in the slot eating 
establishments. They didn’t do 
well in Chicago New York 
In Chicago it seems, people are 
much more interested in other 
things than merely automatic eat- 
ing. Asking questions, for example. 
Chicago, it has been reported by 
one of our agents, is the first home 
of the “informat,” a device which 
is seemingly doing the impossible. 
The “informat,” located in a loop 
bus depot, has taken on the job of 
answering the questions that drive 
policemen crazy to say nothing of 
friend husband. It lists such things 
names of loop office buildings, 
hospitals, streets near the loop and 
the major retail stores. The seeker 
for information adjusts a lever, 
pushes a button, picks up an ear- 
phone and presumably finds out 
what he wants to know. It costs 
him nothing, but he does get tuned 
in on a recording which 


once 


as 


nn 


as 


as 


stresses 


the virtues of stores and other ad- 
vertisers supporting the project. 
These sponsors pay $10 a month. 
Andrew Johnson is the inventor. 
There has only been one mishap 


so far. Our agent, who sometimes 
find the pari-mutuels attractive, 
found no “feed box info.” 


Drinks on the House 

We recommend this advertise- 
ment to the attention of reception- 
ists who may become alarmed at 
the sight of a waiting salesman 
gargling boldly as he mentally goes 
over the punch lines in his sales 
story. If the receptionist will read 
this copy, she will know that the 
salesman isn’t taking cyanide or 
whisky; he’s simply getting rid of 
that ole debbil halitosis (*). This 
seems like a good advertisement for 
Listerine, but we venture that the 
said receptionists will think that 
advertising has gone too far if the 
ever-careful salesmen become Mum 
addicts as well as Listerine gulpers. 

Rad Breath 


“Boys, in | minute 
through that door will come 


our new star salesman—" 


" 
No kid 
uplkating ? ! 1 
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~ LISTERINE 


BEFORE BUSINESS AND Se EAL ENGAGEMENTS 


ineluctable salesman waits without. 


a — 


Information 
for 
Advertisers 


The following documents ma 
secured without charge from , 
panies sponsoring them, or th: 
ADVERTISING AGE, by any nati l 
advertiser or advertising ag 
executive writing on his busi: 
letterhead. 


\- 


No. 1697. Chemurgy. 

The origin, meaning and purp. se 
of chemurgy are described in 
folder by Victor H. Schoffelmay 
agricultural editor of the Dallas 
Morning News. Speaking of cher- 
urgy as one of the most important 
agricultural movements in Ameri: :, 
the booklet discusses opportunities 
Texas has to offer in the develop- 
ment of chemurgic industries. 

No. 1698. 
Mills. 

Davison Publishing Company ! is 
issued this leaflet which tells about 
this publisher’s Diamond Jubilee 
75th Year Textile Blue Book. The 
leaflet shows the number of cotton, 
woolen, carpet, rayon, silk and knit- 
ting mills in the United States, as 
well as the number of Canadian and 
Mexican textile plants. Further 
statistics cover other lines affiliated 
with the textile industry. 


Total Number of Text le 


No. 1699. 14 Ways to Gift Wrap 
for the Christmas Market. 
Dennison Manufacturing Com- 


pany offers 14 different techniques 
for adding the Christmas lure to 
gift products. Cellophane over- 
wraps an. bands, special cartons 
and other ideas for various types 
of products are illustrated. 


No. 1700. The Jewish Market. 

This smail booklet, issued by 
Joseph Jacobs, provides an interest- 
ing analysis of the Jewish market, 
particularly for manufacturers of 
food and grocery products. It dis- 
cusses orthodoxy and buying habits; 
the requirements of the Jewish 
dietary laws; the Jewish press and 
an analysis of its readers. 


No. 1701. Only 13 Cents Per Town. 

Columbia Pacific Network 
issued this folder which shows CBS 
primary coverage of Western retail 
sales and Western dealers, and tells 
about the cost of programs in cities 
and towns of the primary 
where most retail sales are mad 


has 


area 


No. 1694. Fawcett Men's Group 
Readers 
When the Marketing Research 


Department of Fawcett Publications 


wanted the lowdown on its men 
readers, it went, appropriately 
enough, to The Wm. J. Burns In- 


ternational Detective Agency. ‘The 
results of the investigation are tab- 
ulated here, and cover information 
on ownership of homes and 
mobiles, magazine readership, hob- 
bies, buying habits and so on 


auvl- 


No. 1677. WTAG Data. 

Radio Station WTAG, Worcester, 
Mass., has issued this file folder 0! 
material about its coverage, se! es 
and audience acceptance. Market 
data on population, income and ex- 
penditures are included. 


No. 1686. The Story of Gipy 
Gale. 

The Curtis Publishing Con y 
uses the newspaper memor! I 
Gimpy Gale to trace the st of 
cellophane and its rapid reduction 
in cost with increased use, pointns 
out that the bulk of cell ine 


advertising has been carried 1! The 
Saturday Evening Post and Ladies 
Home Journal. 


No. 1687. A Farm & Ranch > dy 
In this booklet Farm & nen 
dissects advertising and sel)s ™ 


the Southwest market in to 
less than 20,000 under the ens@8" 
title of “The Traveling Sa 
and the Farmer’s Daughte! 
points up to the importance « 
advertising and Farm & Ra’ 
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@ Like a pair of scissors, war has cut off from you thou- 
sands of human beings. Like scissors it has snipped off, 
one by one, overseas trading areas, focusing attention un- 
mistakably on home markets. 


Right here in America, nearer, larger and easier to reach 
than any foreign market, is the enormous rural field served 
by Farm Journal and Farmer’s Wife. Slice into it. Use your 
present retail outlets to reach 2,500,000 farm and small- 


town families, one of the largest and steadiest markets any- 
where on earth. 


Cut your way direct to this big and prosperous market with 
America’s Largest Rural Magazine. 


Graham Patterson, Publisher 
WASHINGTON SQUARE, PHILA. 
‘EW YORK +« CHICAGO + LOS ANGELES 
XETROIT » SEATTLE + SAN FRANCISCO 
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ADVERTISING AGE 


August 26, 1949 


Nebraska Seeks 
Many Objectives 
with $50,000 


(Continued from Page 9) 


greater share of the 1941 
crop. 

Courtesy will be Nebraska’s ap- 
peal to tourists. Through coopera- 
tion of city officials, civic organiza- 
tions and business men of communi- 
ties on all highways crossing the 
state, tourists will be shown special 
courtesies through issuance of 
“Honorary Citizen” insignia. These, 
signed by the governor, and in the 
form of stickers to be affixed to the 
windshields of visitors’ cars, will 
identify them as special agents of 
the state. 

State highway patrolmen and fill- 


tourist 


bers of Commerce in the state after 
the commission’s secretary has ac- 
knowledged receipt and mailed a 
copy of the “White Spot” booklet to 
the inquirer. 


Handling of Follow-up 


Follow-ups on inquiries from ad- 
vertisements on agricultural prod- 
ucts will be made by several state 
grower’s associations, the Nebraska 
Grain Improvement association, 
State Department of Agriculture, 
potato and apple growers’ associa~ 
tions, and miscellaneous inquiries 
by the proper bureaus of the state 
/government or farm organizations. 

Inquiries from traffic promotion 
ladvertising will be turned over in 
|duplicate to oil companies, motor 


clubs and the state highway depart- 
ment for follow-up after a travel 
folder has been mailed to the in- 
quirer by the secretary of the state 
advertising commission. 

In planning the campaign, the 
commission has been guided by the 
terms of the law passed by the last 
legislature, which instructed it “to 
plan and conduct an advertising 
campaign throughout the United 
States for the sole and only pur- 
increasing motor traffic 
within the state and advertising the 
nature, character and quality of the 
state’s products, the advantages of 
the state as a place of residence and 
recreation and to attract tourists, 
and as a suitable location for in- 
dustrial development.” 


poses of 


Promotes “Federal Union” 


The plan for a “federal union” 
of the United States and the six 
British democracies, which has been 
advertised in full-page space in 
several newspapers, is now being 


/promoted by a series of talks, en- 


titled “Union Now,” over station 
/‘WMCA, New York. Clarence K. 
Streit, the speaker, is on the air 
Monday, Wednesday and Friday 


from 8 to 8:15 p. m. Sternfield- 


| Godley, New York, has the account. 


Beeson Shifted 

Sterling B. Beeson has been trans- 
ferred from the New York office to 
the Chicago office of Joseph Her- 
shey McGillvra. Jack Carson, for- 
merly with the New York Journal & 
American, succeeds him on the New 
York sales force. 


a 


Four Companies to Share 
Bear Game Broadcasts 


Sponsorship of broadcasts of nine 
Bears pro. 
will bh 


ve 


games of the Chicago 
fessional football game 
shared this fall by Walgreen Drug 
Company, American Safety Razo; 
for Gem Blades, P. Lorillard Com. 
pany for Old Golds, and Weco Proq- 
ucts for Dr. West tooth br 
with exclusive broadcasting rights 
for both home and _ out-of-town 
games assigned to WJJD, Chicago 


hes 


Plans Supplement Issue 

The 1940 fall and winter edition 
of Products in Pictures, a supple- 
ment to Interior Design & Decora- 
tion, will be published in October 
John R. Fritts has joined the ad- 
vertising staff of the supplemen: 


ing station operators along the state | 


borders will assist in 
these “Courtesy Cards.” 
will distribute a _ graphic travel 
folder with map telling of the many 
places of interest throughout the 
state. These tour-o-graph folders 
are to be made available to 
cities, towns, highway associations 
and motor clubs for imprinting in- 
formation on local places of inter- 
est in a space reserved for this 
purpose. 

A campaign addressed to residents 
of Nebraska to “See Nebraska 
First” will be carried on in con- 
junction with the national campaign 
to increase highway traffic. The 
local campaign is designed to pro- 
mote week-end tours of Nebraskans 
to the state’s parks and many other 
beauty spots and places of interest. 
A series of small advertisements 
will be run in all Nebraska news- 
papers and spot announcements will 
be scheduled on all Nebraska radio 
stations. “See Nebraska _ First” 
stickers for use on letters and en- 
velopes of state, county and local 
government correspondence and by 
individuals and business firms, will 
be made available at cost through 
stationery stores throughout the 
state. 

Cooperation of 
newspapers, road 
tels, civic and local government 
bodies will be asked in the “See 
Nebraska First” campaign. The ad- 
vertising commission 


also 


travel bureaus, 
associations, ho- 


also 


distributing | 
They also | 


WOWO 


believes | 


that oil companies and other busi- | 


nesses seeking tourist trade will 
its invitation to tie in with 
this campaign in their own adver- 
tising. 


accept 


Repeats “White Spot” 


In its advertising to promote Ne- 


braska’s industrial development, the | 


State Advertising Commission will 
capitalize on the “White Spot” 
campaign conducted by the Associ- 
ated Industries of Nebraska in 
1937-39. Full-page advertisements 
to be published on a_ staggered 
schedule from September to April 
will use the “White Spot” theme. 
Through these publications more 
than a half million industrial ex- 


ecutives will be told of Nebraska’s | 


freedom from excessive taxation, its 
cheap fuel and electric power, com- 
petent labor and raw materials 
available, and of the good markets 
and excellent transportation facili- 
ties in the agricultural empire com- 
prising Nebraska's trade territory. 

The commission instructed Bozell 
& Jacobs to survey the possibilities 
for material which might be help- 
ful in securing defense industries, 
munitions factories, etc., and 
in securing large bodies of troops, 
arsenals, bombing and _=e artillery 
ranges, etc., for Nebraska. The 
agency will report Aug. 19, at which 
time the commission will make a 
final decision on whether or not to 
undertake this project. 

Follow-up of inquiries resulting 
from industrial advertising will be 
aided by the distribution of the 
elaborate “White Spot” booklet used 
in the recent 


also 


Associated Industries 
campaign. Several hundred copies 
of this booklet are still available 
for use in the present campaign. 
All industrial inquiries will be dup- 
licated and copies sent to all Cham- 


THESE STATIONS REPRESENTED NATIONALLY 


Westinghouse Stations 


and 


Fort Wayne, Ind. 


Effective September I, 1940 


ANNOUNCE THE APPOINTMENT OF 
THE NATIONAL BROADCASTING COMPANY 
AS NATIONAL SPOT REPRESENTATIVE 
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RCA Calls 
and Raises in 
Recording War 


New York, Aug. 20.—The trend 
toward lower prices for phonograph 
records was emphasized here today 
when RCA Mfg. Company revealed 
that a national campaign will be 
launched next month to announce 
price cuts up to one-half on both 
classical and popular’ recordings 
pearing the RCA-Victor label. 

Only a fortnight ago, Columbia 
Recording Corporation slashed the 
prices for its entire classical cata- 
logue, with reductions ranging up 
to 50 per cent. RCA’s move, which 


follows months of test on a “black 
label classic” line priced at 75 cents 
and $1, extends the price reductions 
to popular music as well. 

Local advertising of new Victor 
prices broke here and elsewhere 
today, but the national campaign 
will not get under way until about 
Sept. 15. It is expected that news- 
papers, magazines and radio will all 
be used. Lord & Thomas has the 
account. 


Popular Record Cut 


Victor Black Label popular rec- 
ords, sold for years at 75 cents, are 
now offered at 50 cents. Twelve- 
inch Red Seal records, formerly 
scaled at $1.50 and $2, now sell for 
$1. Similar cuts have been made 


on other lines. 

Davega-City Radio, operating 30 
stores in this area, advertised the 
new Victor prices in newspapers 
here today as the “biggest reduction 
in record prices in 42 years.” Lib- 
erty Music Shops, which has three 
stores, also used newspaper space 
to urge, “now every home should 
have a phonograph.” 


Yawman Promoted 


David W. Duffield, who has been 
advertising manager and educa- 
tional director of Yawman & Erbe 
Mfg. Co., Rochester, N. Y., for 10 
years, will devote all his time to 
educational work hereafter. P. W. 
Yawman, assistant advertising man- 
ager, will act as advertising man- 
ager, assisted by Walter Naylon. 


M. L. A. Publications 


Now “Guide Magazines” 


All magazines formerly published 
by M. L. Annenberg as M. L. A. 
Publications have been consolidated 
under the name Guide Magazines. 
Edward Zoty, who has been in 
charge of circulation, has been ap- 
pointed publisher, and Harry Hay- 
den, formerly with Look, advertis- 
ing director. 

The magazines have been re- 
grouped and their guarantees and 
rate structures reorganized. Screen 
Guide and Movie and Radio Guide 
are available separately and as the 
Guide Screen Unit: Actual Detec- 
tive Stories, Intimate Detective 


- 


Stories and Official Detective Stories | 


are grouped as the Guide Detective 
Unit and will be sold only as a unit; 
and Click will be offered separately. 


Two more vital stations are added to the list repre- 
sented by the National Broadcasting Company 
beginning September Ist... WOW.O and WGL, 
both at Ft. Wayne, Ind. 

WOWO, operating on 10,000 watts at 1160 kilo- 
cycles, and WGL, 250 watts at 1370 kilocycles, pro- 
vide advertisers anxious to tap the rich Ft. Wayne 
market with a splendid ready-made audience. 


Spot advertisers make more sales whe 


WBZ 
WBZA 
KYW 
KDKA 
wowo 
WGL 


~ 


PICK THESE VITAL SPOTS 


50,000 Watts— 
50,000 Watts — 


50,000 Watts — 
7,500 Watts— 
50,000 Watts— 
5,000-1,000 Watts — 
500-250 Watts — 
50,000 Watts— 
50,000 Watts— 


660 Ke. 
760 Ke. 
50,000 Watts— 670 Ke. 
870 Ke. 
790 Ke. 
680 Ke. 
950 Ke. 
630 Ke. 
790 Ke. 
830 Ke. 
50,000 Watts—1070 Ke. 


Chicago 
Chicago 


Denver 


Westinghouse Stations 


50,000 Watts— 990 Ke. 
1,000 Watts— 990 Ke. 
10,000 Watts—1020 Ke. 
50,000 Watts— 980 Ke. 
10,000 Watts —1160 Ke. 
250 Watts —1370 Ke. 


Boston 


*WRC and WMAL will soon be operating with 5,000 watts day and night 


SPOT SALES OFFICES 


NEW YORK 
CHICAGO 


SAN FRANCISCO 
WASHINGTON 


n they 


New York 
New York 


San Francisco 
San Francisco 
Washington 
Washington 
Schenectady 


Cleveland 


Springfield 
Philadelphia 
Pittsburgh 
Ft. Wayne 
Ft. Wayne 


BOSTON 
CLEVELAND 
HOLLYWOOD 
DENVER 


+ 
0 


Testimonial Copy 
ls Revitalized 
by Continental 


Authenticity Key to Its 


Adaptation to Farm 
Field 


By IRWIN ROBINSON 


New York, Aug. 22.—Considering 
that movie stars have been known 
|to sing the praises of competing cos- 
|metics in a single issue of a maga- 
zine and baseball players have at- 
tributed their vim and vigor to a 
galaxy of blessings ranging from 
breakfast foods to razor blades, it 
is no wonder that the testimonial 
technique in advertising has become 
a much-maligned device in recent 
years, 

But oceasionally, when the full 
power of testimonial copy is applied 
soundly and convincingly, the tech- 
nique rises to claim its rightful 
place in the sun. A case in point 
is the formula employed during the 
past five years by Continental Oil 
Company in its consistent merchan- 
dising campaign aimed at the na- 
tion’s mest important farm areas. 

Recognition of the need for help- 
ing the farmer solve his everyday 
mechanical problems plus the abil- 
ity to tell a sales story without em- 
bellishment—through the testi- 
monial technique—are the cardinal 
ingredients in Conoco’s tried and 
proved copy formula 


Uses Editorial Style 


Month after month, in 12. see- 
tional and one national farm paper, 
the men who till the soil lavish a 
liberal measure of readership on an 
informative feature called “The 
Tank Truck.” It’s clearly identi- 
fied as a Conoco advertisement but 
its content sets it aside from the 
usual run of advertising copy. For, 
in “The Tank Truck” farmers read 
about pictures of other 
farmers; listen to them discuss mu- 
tual problems: swap miscellaneous 
experiences 

When the farmer-participants of 
this information exchange speak 
they use their own language. When 
the local agent asks them 
|} to say a few words about their ex- 
| periences with the fuel and oil they 
oblige in writing exactly as they 
would orally. Their down-to-earth 


and see 


Conoco 


statements have the tang of. sin- 
icerity and they set the pace and 
style for surrounding copy The 


physical appearance of each ad 
takes its cue from the text no 
fancy art, no typographic tricks 

The personality of each farmer 
quoted in “The Tank Truck,” the 
conditions under which he operates 
his equipment and frequent human 
interest slants on his family are 
woven into the Conoco messages. A 
picture of each farmer, together 
with his Conoco agent, is virtually 
a “must.” 


Rooted in the Soil 


that talks 
language” the average 
advertising man may visualize copy 
being “written down” to the desired 
Nothing could be furthe 
from the truth in 
“The Tank Truck” copy is informal 
and chatty, to be sure, but its basic 
appeal springs from the fact that 
it is authoritatively geared to a spe- 


In referring to copy 


the farme! 


audience 


Conoco’s case 


cific audience 

A typical passage from “The Tank 
Truck” reads as follows: 

“A man from Kearney in Ne- 
braska has written a letter quoted 
in this “Tank Truck that might 
remind you of the good old game 
of ‘Follow-the-Leader.” Remember 
being a kid and playing it? That 
was for fun, but this letter you'll 
read from D. P. Knobel tells why it 
was for his profit to keep up with 
ithe leader in lubrication The 
leader, or in Mr. Knobel’s own 
| words, the one that’s ‘a step ahead,’ 
|is Conoco Germ Processed oil which 
gives engines the famous OIL- 

(Continued on Page 25) 
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Schautz Agency 


in Expansion Moves 


Emil Reinhardt & Co., Oakland, 
Cal., has been appointed We st —_ 
representative of William 
Schautz, Inc., New York, bakery ad- 
vertising and merch: indising agency, 
to handle the Sun-Kist raisin bread 


campaign. The agency also an- 
nounces that two new campaigns 
will be released this fall. 


K. Stuart Lyle, account repre- 
sentative in New England territory, 
has been elected a director of the 
company. yeorge I. MelIlwain, 
formerly with Standard Brands, has 
been added to the New York sales 
and contact staff. George Traendly, 
formerly with Doremus & Co.. is 
now head of the Schautz advertis- 


ing production department. Wil- 
lard F. Weiser, formerly with Mc- 
Cann-Erickson, Inc., is now in 


charge of the 


ment. 


accounting depart- 


oi) . 

Fashion” Bows 

The first issue of Fashion, new 
publishing venture of George Dela- 
corte Jr., head of Dell Publishing 
Company, New York, appeared on 
the stands Aug. 23. The new maga- 
zine was heralded by announcement 
copy in 60 newspapers throughout 
the country. Copy, in two sizes, 70 
and 500 lines, described Fashion as 
“a new magazine for the woman 
with an eye for fashion and an ear 
for value.” 


Net Advertisers 
Stand Pat on 
Their Programs 


New York, Aug. 20.—Nehi Cor- 
poration has renewed Robert Ripley 


in a new “Believe It or Not” series 
which will return to the air Sept. 
13 after a summer hiatus. The 
series, for Royal Crown Cola, will 
be aired Friday from 10 to 10:30 
p. m. on 89 stations of Columbia 
Broadcasting System. Batten, Bar- 


ton, Durstine & Osborn is in charge. 

Two programs sponsored by Gen- 
eral Foods Corporation on CBS have 
been renewed and will return in the 
fall after summer vacations. The 
“Kate Smith Hour,” for Grape Nuts, 
will be back Oct. 4 and will be 
broadcast Friday from 8 to 8:55 
p. m. over 75 stations. “We, the 
People,” for Sanka coffee, will be 
heard Tuesday from 9 to 9:30 p. m 
over 81 stations. Young & Rubicam 
is the agency. 

Acme White Lead & Color Works 
will again sponsor “Smiling Ed Mc- 
Connell,” effective Sept. 7. The 
series will be heard Saturday from 
11:30 to 11:45 a. m. on 30 stations 


of the Red network of the National 
Broadcasting Company. Henri, Hurst 
& McDonald is the agency. 


Pot o’' Gold Expands 


Bringing the total network to 100 
stations, Lewis-Howe Company will 
add four Arizona stations to the 
NBC Blue network for the “Pot o’ 
Gold.” Three will be added Aug. 
22 and the fourth Sept. 5. The pro- 
gram is aired Thursday from 8:30 
to 9 p. m. through Stack-Goble 
Advertising Agency. 


Lever Bros. to NBC 


Lever Bros. Company will shift 
“Uncle Jim’s Question Bee” from 
CBS to the NBC Blue network Nov. 
12. Hitherto aired in behalf of Rinso, 
the program will be dedicated to the 
interests of Spry on that date. It 
will fill the vacancy created by ex- 
piration of the contract of Canada 
Dry Ginger Ale, Inc., which has 
sponsored “Information Please” 
Tuesday nights at 8:30. As pre- 
viously reported, American Tobacco 
Company, new sponsor of “Infor- 
mation Please,” will use the Red 
network. The number of stations 
for the Spry program has not been 
set. Ruthrauff & Ryan is the 
agency. 

E. I. Dupont de Nemours & Co. 
will return the “Cavalcade of 
America” to the air for the pro- 


dathe JACKSONVILLE, FLORIDA 722a2het 


FOY 


Dominant coverage of 11.3% more pe ople at 14.3% lower cost in a 
prosperous market that is now enjoying the added prosperity of 
more than $30,000,000 in national defense expenditures for a great 
new Navy air base and a divisional military cantonment. 


WMER 


surrounding trade territory. 


WFOY 


Basic Florida station of the Columbia 

Broadcasting System giving dominant 
8 ~. 8 Bee 

network coverage of Jacksonville and 


A BONUS at no extra cost to WM BR 
national advertisers: 
effective coverage of St. 


giving the only 
Augustine and 


adjoining coastal and rural areas including Day tona Beach. 


Together these stations offer 


a total of 285.233 


pe ople with 48.700 radio homes inside their half- 
millivolt line... one of America’s marketing bright 
spots, assured of continuing prosperity by con- 
struction of the Navy Air Base and Army training 


center, 


Combined new payroll and subsistence 


outlays from these projects alone will add an 
estimated minimum of $2.100.000 per month to 


Jacksonville’s income. 


Representatives: PAUL H. RAYMER COMPANY 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
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TENTH YEAR FOR RICHFIELD REPORTER 


| 
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Mic oh me ak _— | 


W. T. Dinkins, vice-president and general sales manager, Richfield Oil Corpora 


tion, signs contract which renews 


Dixon, 
Advertising, Inc., 


pioneer 
another year over the NBC Red network. 
NBC salesman, and Robert Hixson, 


Pacific Coast news program for 
Standing, left to right, are Sydney 
vice-president of Hixson-O'Donne!| 


Los Angeles agency in charge. 


gram’s sixth season, beginning Oct. 
2. The series, which last year 
won an award from the Institute 
for Education by Radio, will be 
broadcast Wednesday from 7:30 to 
8 p. m. over 50 stations of the Red 
network of the National Broadcast- 
ing Company. Batten, Barton, Dur- 
stine & Osborn has the account. 


General Electric Company has 
renewed the “Hour of Charm,” ef- 
fective Sept. 15. The program is 


aired Sunday from 10 to 10:30 p.m. 
over 61 stations of the NBC Red 
network through Batten, Barton, 
Durstine & Osborn. 


Return of Hallmark 


Hall Bros., Inc., will sponsor 
“Tony Wons’ Scrap Book,”  be- 
ginning Oct. 13, for Hallmark greet- 
ing cards. The program will be 
heard for a quarter hour on Sun- 
day at 4:15 p. m. and on Tuesday 
and Thursday at 1:15 p. m. over 
12 stations of the NBC Red net- 
work. Henri, Hurst & McDonald is 
the agency. 

R. B. Semler, Inc., has added six 
stations of the Mutual Broadcast- 
ing System for the news broadcasts 
of Gabriel Heatter for Krem|] hair 
tonic, formerly heard only over 
Station WOR. Heatter’s newscasts 
are aired Wednesday and Friday 
from 9 to 9:15 p.m. Erwin, Wasey 
& Co. is the agency. 

Peter Paul, Inc., has added two 
stations to the MBS network of 
three carrying the Wythe William’s 
broadcasts for Mounds candy. Wil- 
liams goes on the air Sunday from 
7:45 to 8 p. m. Platt-Forbes has 
the account 

Lewis-Howe Company has added 
four stations, making a total of 96, 
to the NBC Red network for the 
“Pot o' Gold” program for Tums, 
heard Thursday from 8:30 to 9 
p. m Stack-Goble Advertising 
Agency is in charge 


Colgate Stands Pat 


Colgate - Palmolive - Peet Com- 
pany will again sponsor Wayne 
King’s orchestra, off the air since 
June 15, in behalf of Cashmere 
Bouquet soap, beginning Oct. 5. The 
musical program will be aired 
Saturday from 8:30 to 8:55 over a 
network of approximately 50 sta- 
tions of the Columbia Broadcasting 
System. Sherman & Marquette has 
the account. 

Air Conditioning Training Cor- 
poration has shifted “Sidney Wal- 


ton, Music,” to the quarter hou 
beginning at 10 a. m. Saturday 
The program, formerly heard Sun- 


day at 11:30 a. m., is_ broadcast 
over 33 stations of the NBC Blue 
network through National Classi- 


fied Advertising Agency. 


Appoints S. T. Seidman 

Associated American Artists, Inc., 
New York art publisher and dealer 
in etchings and lithographs, has ap- 
pointed S. T. Seidman and Co., New 
York, to handle its fall campaign 
in newspapers, magazines and direct 
mail. H. A. Vogel is account ex- 
ecutive. 


Sussex Names Levy 

Sussex Home Development Cor- 
poration has appointed Raymond 
Levy Organization, Inc., New York 
to handle its advertising. A c: ra 
paign for homes at Briarwood, Ja- 
maica, L. I., has been 
New York newspapers. 
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They're 
buying 


Nearly twice the space now rut 
ning in the only national mose 
zine for Purchasing Execuiives 
as it carried in 1939! Because 
of the inereasing importan ¢ o 
the Purchasing Executiy: 

and because of the incr ied 
circulation and reader iy ieres! 
achieved by Conover-Ma-' ‘! 
full facts! Write Conos: 
Corp. 205 E. 42nd St.. New | ork: 
333 N. Michigan Ave., Ch 48°: 


Leader Building, Cle 
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DIVISION OF DOLLAR _ 


NBC Modifies 
Laxative Ban 


‘on Blue Network 


New York, Aug. 21.—The ban on 
laxative advertising by National 


fied here this week when Lewis- 
|Howe Company signed a contract 
for a program on the Blue network 
in behalf of Nature’s Remedy. The 
|restriction still applies to advertis- 
ing on the Red network. 

Laxative advertising 


utional Retail Dry Goods Association 


was first 


Broadcasting Company was modi- | 


| banned by NBC in 1934 when the 


network decided to accept no more 
accoants of this nature. Only ac- 
‘counts that had been on the air be- 
‘fore the anti-laxative policy was 
pronounced, such as the Miles Lab- 
oratories program for Alka-Seltzer, 
which still continues on the Red, 
were retained. 


Requirements for Acceptance 


The new policy was set forth in 
a statement by Niles Trammell, 
president of NBC, who said: “We 
have decided to take certain prod- 
ucts, under rigid continuity require- 
ments, that previously have been 
unacceptable. It is felt that this pol- 
icy will give us a number of out- 


} 


standing programs which will in- 
crease our listening audience. 
“No accounts, of course, will be 


|accepted unless they are in good 


standing with the Food and Drug 
Administration and the Federal 
Trade Commission, and no program 
will be considered until continuities 
have been submitted in advance and 
those continuities conform to the 
strict requirements established for 
this type of product.” 

NBC officials indicated that every 
applicant for time under the new 
rules will be “examined with a 
microscope.” Each case will be 
judged on its own merits and must 
conform to three basic requirements 
before the purchase of time is dis- 
cussed: Approval of the product, 


approval of the continuity and a 


guarantee of a “good show.” 

The new Lewis-Howe show will 
follow the same company’s “Pot o’ 
Gold” program for Tums, which is 
aired from 8:30 to 9 p.m., and will 
present Tommy Dorsey in a half- 
hour program over about 90 sta- 
tions. Starting date will be Oct. 3 
or Oct. 17. Stack-Goble Advertis- 
ing Agency handles the account. 

Columbia Broadcasting System’s 
ban on laxative advertising has not 
been lifted. 


Joins “Liberty” 

Robert Macleod, formerly with 
the United States Gypsum Com- 
pany, Chicago, has joined the De- 
troit office of Liberty. 


Display Getting 
Larger Share of 
Retail Dollar 


New York, Aug. 20.—Indications 
that display is being assigned an | 
increasingly important role in retail | 
advertising were contained this 
week in the National Retail Dry 
Goods Association’s annual report 
showing the breakdown of the pro- 
motional dollar in 1939. 

An average of 15 cents of each 
publicity dollar was spent on dis- | 
play in 1939, compared with 13 | 
cents in 1938. At the same time the | 
proportion allocated for newspaper 
space was reported as 61 cents last | 
year, compared with 64 cents in | 
1938. Advertising payrolls _ rose | 
from 9 to 10 cents of each promo- 
tion dollar during 1939. Production | 


ore costs continued at 4 cents and di- 
fe rect mail remained at 5 cents. 
ney “Consumer demands for more in- | 
_ formative advertising and labeling | 
will put new burdens on display 
sail departments,” the NRDGA pre- 
ae dicted. “Interior display, making it 
sre easier for the customer to buy, is 
b> mses also destined for rapid growth.” 
on Shifts in Budget 
assi- 
The percentage of total sales allo- 
cated to promotion decreased among 
stores with volume under $500,000 
in annually and in larger stores with 
s, Inc. & sales in excess of $5,000,000 annu- 
dealer ally, the analysis shows. Stores in 
“oo the middle ranges with volume 
npaign from $500,000 to $5,000,000 showed 
direct in increase in promotion budgets. 
nt ex- The ratio between sales promotion 
expenditures and sales for the dif- 
ferent types of stores was reported | 
is follows: 
t Cor- 1939 1938 1937 
ymond Annual Sales Percentage 
» York, § Under $500,000 .... 4.00 4.59 4.51 | 
4 cam- § $500,000-$1,000,000 . 4.99 4.64 4.33 
od, Ja- Bf $1,000,000-$2,000,000 5.00 4.78 4.7: Si COMPLETE 
sed I" Hi §9.900,000-$5,000,000 5.10 5.01 4.99 baa YOUR PACIFIC HAST 
$5,000,000- MARKET PICTURE 
———_ $10,000,000 ...... 5.10 5.19 5.07 
$10,000,000 and over 5.30 5.35 5.31 
The accompanying chart shows 
) the breakdown of the average 1939 


ublicity dollar. 
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prosperous Salt Lake Market farmers, 


\ 


. 


Glance at This “Land of Plenty’s” 
Impressive Farm Picture! 


In the annual year ‘round cash pro- 
ducing cycle that never ends for 


. 


‘ 
‘ “> 


\ 
i \ \ \~\> 


agricultural revenue for 1939 totaled 
$206,016,000! 


Fifty-six per cent of the market's 


Or > ; ; . .* . — = - . ~ 
JUL In The Salt Lake Market com. 1939 brought them this income: population of 785,974 is rural. Farm 
' Sd eastern dane, western buyi is $3,05¢ 
w este : , . . are 
adi Wyoming. and eastern Nevada, $ 54,156,000 for field crops includ- yuying power 18) 50,000 —" 
ly ONE metropolitan news- , s . : . : 
paper medium serves the area ing wheat and potatoes. with the U. S. figure of $1,898. 
ow rut with any substantial coverage—that's The Salt 
Lake Tribune-Telegram. . P e - le Tha S; P ‘ > 
I maga Spreng ' . $ 3,891,000 for fruits including ap- Surely The Salt Lake Market must 
93% Carrier delivered family coverage " . | | : | > ‘ mY f dver. 
yeu tive 70 in Salt Lake City ples, peaches, strawber- ve Included in any plans for a 
a 28 
Te . y 7 > e 
Because QO% Sci, dizer, family coverae ries and pears. tising coverage of the nation’s pros 
mice of 70 im Sek Lake County . perous farm areas, Reach this rich 
eee $ 4,730,000 for truck garden crops. | ht 
ve . 56". Carrier delivered family coverage and prosperous market t 1rough the 
“e ) h 97 £27 Sweatack ive : : 
2 aM aloes (115,936 famities) $127,637,000 for livestock and_live- only medium substantially serving 
est a a . , . 
mY Gen fac stock products. the area—The Salt Lake Tribune- 
ast | Get /C in total meee ‘nme Tel 
(180,805 families) ‘ a . elegram 
‘ " : ¢ 9 - £ : 
ver Mast PHOTO-ENGRAVING IN COLOR PROCESS, i -. beet & Bend cant Add to this $15,602,000 in govern- ; — , 
ending June 3 ) . ree { ( sus of 102 
» vork: BLACK AND WHITE, BEN DAY, LINE — x ment payments and Salt Lake Market igvicultuvel reports) 
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DAY AND NIGHT SERVICE 


4 E 45TH STREET, NEW YORK, N.Y. 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


The Salt Lake Tribune Salt L 


EVENING ONLY 


ake Telegram 
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Member, ASSOCIATED WEEKLY 


a Ee n r 
eee Ee a 
eae 9° eS : 
or. OL 4 
a 3 ee - 
q , ™ . : : a 
* di * e ‘ 4 ‘ - Fi ae. 
| Y pO ce CR ne 1 ad ae 4 ee ® / = a 
| — or ae ee gt ‘ . ~am . '» @* 8 FG vee a 
es - i aioe = Fi ae) re == a Jean - . 4 > . ies” . 7 
ger ess pares te ae ata Bis * ’ ~ ‘. \ ’ ~ ; es 
Rae ee 4 WE xy — i ; ’ . : , “ ri 
ES ay Si 2 Ze r a a ‘eo ' 4 r | a . 6 : 
; ey as pe ae ag ed _ a : z 4 *. » ’ ’ , oy Ps 
cone ie <s ae “a wa : ‘ ’ ora 
ee * } 7 es — Se ~ ; ie ’ . I . =f - 
eee AM ae | OS Se ee Fan ¥" ie 
a>, J. —_——/ ' . ey\\ .-* : v . siprkie 
a ‘a a a a , —— &® me ‘ + \ a4 th ? 4 / ‘> ‘ t = 
- i ok 4 be y Vy <8 eee ‘ : , # a 
a ao rs ah fae) ) ‘ea Wet > a; ees 
es = =. Reg i — . a 5 am "ae 4 . ‘ , ‘ > wt ’ A heii 
; a oP eee 
ee — , , - 
ok EP ‘i> \_ 
Bret su 't\:/ So - | 
= \\ d ; N 00 —— 
SS »00 ~@ - 
—_— fel 4 & N 00 , a 
ST Al p _ 
Mek ey, an, A 
gy . hy a 
. Ru Roy - 
a \3 Ep S SH _— 
— ae i \ r | 
; es \ Pe 
or \\\\ ef 7 GE 
me NS " \\ eV :. 
, FANN WANY Why se ‘ 
2 AO ae a w | he —_— 
| e: : i o ee 
os \ “lan 
e . f 
% | : 
es 7 aad 
uae F wont THA ee | 
bh age . Be: 
,. land. ~ as sme ny > nd — Puce 5 ’ _ os 
| | 
a = eo | G > a a ‘h 
. ee a aa ee 2 
tl 6 “wa pe pl Ww %. 
7 
re . ERED oR = RS RR RR rg RT RR CGE SS 
: ; on 
SSRI UR ae eS: eee aera ere ee a a Be Neg a FAs eae a ae 
= eR iy MY Pi ae nae. ee ee siti: Oe i RG a ea os Se ye a ae ame 


| 
-J 


(AE 


18 


“aes 


ADVERTISING AGE 


August 26, 1949 


Voice of the Advertiser 


This department is a reader’s forum. 


How to Read Dial 


To the Editor: I noted with in- 
terest Walter Tilds’ letter in your 
Aug. 12 issue about one of our ad- 
vertising pieces. I am enclosing the 
piece in question. As you can see, 
there are five holes for dialing, 
reading clockwise, “For complete 
finishing service, call—’’ Then the 
dial is turned. 

In one of the five holes 
exchange, “Haymarket.” What is 
more natural for anyone looking at 
it after dialing to read clockwise 
just as for the previous advertising, 
for the name of the 
ery Company and all other wording 
on the dial? 


is the | 


Barrett Bind- | 


This is one simple way to beat | 


the 16 combinations Mr. Tilds dis- 
covered. 
E. W. ERICSON, 
Adv. Mgr., Barrett Bindery Co., 
Chicago. 
v v v 


Candor in Advertising 
To the Editor: Here’s a country 
newspaper advertisement which 


Letters are welcome. 


TELEPHONE NUMBER EASY TO DECIPHER 


Another One Is 
Working for Safety 


To the Editor: I am sending you 


|a set of six posters which we are 


may be of interest to your readers. | 


It is taken from the Aug. 15 issue 
of the Citizen, Campbell, Neb., in 
which the City Meat Market ad- 
vertises: 

“Stale Food Sale. This stuff isn’t 
so hot! But we have it and are 
tired of looking at it. You probably 
won't be able to eat any of it but 
we sure will express our apprecia- 
tion if you buy some of this junk 
and save yourself a penny. 

“American or Brick Cheese, full 
of holes, mice like it, per pound, 25 
cents. Milk from discontented cows, 
six small cans, 25 cents. Macaroni, 
makes a rotten salad, per pound, 
10 cents. Bananas, mashed, over- 
ripe and half-peeled, 8 cents per 
pound. Toilet tissue, competition to 
the Campbell Citizen, six rolls 25 
cents. Crackers, soggy and wet, 
two pound package, 19 cents. Corn, 
husks and all, three No. 2 cans, 25 
cents. Cherries, sour and worm 
eaten, No. 2 cans 15 cents. 

“Come in and look this stuff over. 
If you want some ring us and if we 
feel like it we will deliver it. 
Charles Hermanson & Sons, Pro- 
prietors.” 

Perhaps it would be of. still 
greater interest to learn what re- 
sults were obtained from this ad- 
vertising. 

L. A. RICHMOND, 

Sales Promotion Mgr., Perkins 

Products Co., Chicago. 

v v v 


Birthday Party 

To the Editor: We are celebrat- 
ing our 12th birthday and as a 
souvenir of the occasion are dis- 
tributing miniature cakes to our 
patrons and friends. The cakes are 
circular in shape, four inches in 
diameter, wrapped in cellophane 
and enclosed in boxes _ inscribed, 
“Remembering You on Our 12th 
Anniversary.” 

This is the fourth consecutive 
year that the Viking Company has 
used the birthday cake plan in their 
advertising and the following fig- 
ures showing number of cakes dis- 
tributed indicate that the idea has 
become more popular each year: 


1937 2,500 
1938 5,000 
1939 12,000 
1940 20,000 


The cakes are prepared by a St. 
Louis bakery, as ordered, and are 
delivered fresh twice a week to the 
Viking Freight Company's general 
offices at St. Louis, packed in ship- 
ping containers and ready for de- 
livery by the company’s trucks to 


its twenty-one branch offices and 
terminals 
When the cakes are received at 


the branch offices, sales representa- 


tives of the company take them 
along on their business calls and 
hand them out to the company’s 


patrons and friends 
OLIVER A. LIFE, 
Adv. Dept., Viking Freight Co., 
St. Louis. 


| 
| 


using—one each month—in frames 
attached to our combination-instal- 


SECONDS VS. MONTHS 


iD 


iy 


AAMONTHS 


ae 


Bes, 


lers’ trucks. We believe that these 
posters, featuring highway safety, 
will do a good institutional job for 
us. Possibly you will be interested 
in them not only from this angle, 
but because of the novel method 
used to tie the safety theme directly 
to the telephone business. 

Of course, a telephone company’s 
major concern is to provide the 
public with good telephone service. 
But, as a public utility, we recog- 
nize certain problems not directly 
concerned with the telephone busi- 
ness, but, nevertheless, of vital im- 


portance to the public which we 
serve. One of these is highway 
safety—and safe driving in par- 
ticular. 


We know, too, that this subject 


must be kept constantly before the | 


public, including our own em- 
ployees. The oftener the idea of | 
highway safety is stressed and the 
greater the number of ways in 


which the subject is presented, the 
more important it will appear to 
the general public. We believe it 
to be in order, therefore, to use one 
of our regular mediums occasionally 
for the promotion of some generally 
beneficial service. 
WILLIAM B. BLAKE, 

Adv. Supervisor, New England 

Telephone & Telegraph Co., 

Boston 


v v ’ 

Getting Big Leaguers 
to Hit Triples 

To the Editor: There is one fea- 
ture of our current “triple hit” 
campaign which you may find in- 
teresting. As explained in the en- 
closed proof, we have arranged to 
send ten under-privileged children 
to camp for a two weeks’ vacation 
for every player on the Giants, 


Yankees or Dodgers who hits a 
three-bagger from July 15 to 
Aug. 31. 

The scoreboard in our newspaper 
advertisement changes each day 
with the progress of the clubs. Thus 
far, 400 children have been sent to 
the country as a result of this ac- 
| tivity. HENRY OBERMEYER, 
| Consolidated Edison Co. of New 
| York. 


, © F 

‘New Orleans States” 
Expresses Sentiments 
| To the Editor: I am enclosing 
tear sheet from the Times-Picayune 
New Orleans States of Sunday, Aug. 
4, which 
New Orleans States as leading the 
patriotic parade. 

Printed in 
the message said in part: 


} 
;% 
| 


ing newspaper founded on the dem- 
ocratic ideals that have made our 
nation great, will expose to the 
bright light of truth any and all 
un-Amcrican activities and pledges 
the full force of its editorial col- 
umns ‘to the defeat of all fifth col- 
tion and defense of 
States!” 


the United 


A. H. Tatsot, Jr., 
Promotion Mgr., Times - Pica- 
yune Pub. Co. 
i a. 
Strong and Unatfraid 
To the Editor: Perhaps you will 
find the small flag enclosed to be 
a proper ornament for your desk. 
Some 10,000 of our customers have 
found it so. The gift is accom- 


I believe establishes the | 


red, white and blue, | 


“The New Orleans States, a fight- | 


umn advances and to the glorifica- | 


| 
|panied by this message: 


“No symbol save the cross epi- 


tomizes so much suffering and de- | 


votion or radiates more hope than 
our flag. It is the symbol of our 
| noble heritage and of our duties as 
| American citizens. May it ever go 
\forward and stand in the Congress 
|of the Nations of the World, strong 
'and unafraid.” 


| 
| 


Ow EN M. Fox, 


Cleveland - Cliffs Iron Co., 
Cleveland, O. 
v v v 


‘Uh, Huh 
| To the Editor: 
THEY’RE ALL ALIKE! 
Refrigeration ads I see look practic- 
ally alike to me, 
Crosley, Norge and, yes, G-E share 
the same monotony. 
'Sean through Collier’s or the Post, 


The lads who write the ads can’t 

boast 

‘Of much originality in refrigerator 

ads I see. 

“Why should you make such a 
fuss?” 

|'They ask. “These ads look good to 
us.” 


I'm just the guy who has to sell ’em, 
Do, or die, or “get the hell ’m.” 
And, boy, it sure gets in my hair 
When G-E ads ape Frigidaire. 
If I worked for the manufacturer 
Precedents I'd surely fracture— 
I'd write ads to “make ’em look,” 
Break all rules left in the book, 
Copy would be scintillating 
Illustrations—fascinating, 
Offers—yes, they’d be compelling, 
Ads to send sales volumes swelling— 
And ‘though our ads might not be 
“Best” 
| By gee, they’d differ from the rest! 
—ANONYMOUS. 


vgy¥s i? 


“Minicam” Knows How 
ito Mollify Agency 

| To the Editor: I am enclosing a 
letter from A. M. Mathieu, of Mini- 
cam, which is one for the books. 

“IT have your recent letter before 
|me and before I say another word, 
let me tell you that long lines of 
figures always lick me. With all 


the other things in the world to do 


why should you and I worry over a 
credit rebate. 

“Without arguing in any 
upon how you reached your con- 
clusion of a gross credit of $39.60, 


or even trying to explain to you the | 


perambulations we _ followed _ to 
arrive at our own skimpy net of 
$29.74, let me suggest here and now 
that we take an axe and cut the 


way | 


ne 


|thing in the middle and settic : 
that figure. 
“Your gross credit of $39.69 


tles down I 


at 


set- 
presume to a net credit 
(of $34.66, and not to mix you up | 
will omit any reference to two per 


cent. The difference between yoy; 
‘figure and our figure, namely be. 
|tween $34.66 and $29.74, is $499. 


half of that, if you are still listen. 
‘ing, is $2.46. 
| “Will you accept a credit, t! 
fore, of $29.74 plus $2.46, 
totals $32.20. Also, to avoid 
happening again, what do you say 
we bill your client at the tweive- 
time rate; if they don’t keep 
contract, we will be the firs: to 
short-rate them!” 

It’s difficult to argue with an 


/ut- 
fit that turns aside your comp )aint 
in such a jovial manner. While the 
approach to the settlement was 
somewhat unorthodox, even the 


client couldn’t see any objection to 
handling it in the suggested m; 


in- 
ner. 
Henry J. KAUFMAN 
Washington, D. 
a ee . 
Reaping the Hurricane 
To the Editor: “It’s an ill wind 


When the hurricane blew ip 
here last Sunday, it was the answer 
to an advertising man’s dream as 
far as our company was concerned 
Hasty surveys after the storm had 
past showed that our steel shingles 
stood up under the blow far better 
than any other type of roofing 

We attempted to capitalize on it 
with a full page advertisement in 
the local paper which carried 
monials from more than a dozen of 


testl- 


the most prominent people in Sa- 
vannah plus news stories about stee] 
roofing on buildings of genera! in- 


terest. 

The first reactions to this adver- 
tisement have been highly favor- 
able, but it is the long term effect 
upon which we are counting chiefly 

R. A. CHILDERS, 

Mer. of Roofing Sales, South- 

ern States Iron Roofing Co., 

Savannah, Ga. 


HUNTING & FISHING 
| NATIONAL SPORTSMAN 


| 700,000 ABC GUARANTEED 


Measured 


seRies No. 10 
The 
GREATEST 


| of all 
| Travelers 


9 fot survey 4° 


writ 
NATIONAL 
275 Newbury Stree = 


BL 


is . 


New transmitter location and new 
_ directional antenna focus 50,000 
_ watts full on Metropolitan Boston 
ae making WBZ your best buy in Boston. 


_WBZA Springfield (1000 watts) is synchronized with WBZ, Boston 


WBZ 


Hotel Bradford, Boston—represented nationally by National Broadcasting Spot Sales Offices 


New transmitter 
into operation Ju 


went 
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BIRD CAGE 


Back-bar 


piece made of cardboard and 
wire has also been adapted to hanging 
in package stores. 


Carstairs Sells 
61 Per Cent of 
Tough Prospects 


By C. F. PEMBERTON 


New York, Aug. 20.—A direct 


mail campaign to tavern keepers by | 


Carstairs Brothers Distilling Com- 
pany opened new outlets for White 
Seal whisky among 61 per cent of 
those on the mailing list. This un- 
usual record was revealed to ADVER- 
risiInc AGE by G. Allen Reeder, 
Carstairs advertising manager, in 
outlining his company’s complete 
point-of-sale advertising program. 

Sixty Carstairs salesmen were 
asked to fill out a blank giving 
names and addresses of 100 poten- 
tial outlets which they had been 
unable to sell. The 6,000 names 
obtained in this fashion were used 
for a three-piece campaign, consist- 
ing of one mailing every 10 days. 

The first piece was a “Fish-A- 
Graph” giving best fishing days for 
a one-year period. Symbols printed 
in color on a calendar indicated 
bad, fair, good and best fishing days 
with the additional forecast of 
whether better morning or evening 
conditions are better. Many tavern 
keepers posted the “Fish-A-Graph” 
on the wall. 


Chart for Barmen 


Ten days later, each name on the 
list received a “Professional Bar- 
men’s Recipe Chart.” This folder 
told how to mix 74 different drinks, 
many of which require no Carstairs 
product. Also included was such 
helpful information as the cost per 
drink of serving variously priced 
products in any quantity. The folder 
also contained 21 foreign drinking 
salutations, disclosing the interest- 


Zominaidl 


IN THE 9% RETAIL MARKET 


STP 


The Northwest's Leading Radio Station 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 


ing fact that the Zulu way of saying, 
| “Here’s How!” is “Oogy Wawa!” 

| The third and final piece was a 
|handsome wooden plaque, a con- 
tribution from the “Carstairs Award 
|Committee” to be hung on the wall 
\of bars. It read: “Proclamation— 
|Know all ye persons that: Hans 
| Groff is known for his skill and ex- 
|perience in the ancient art of dis- 
| pensing cheer, and for his high pro- 
fessional standards. And be it 
|known: that upon his discrimina- 
tion depends the pleasure and satis- 
faction of those subject to his 
ministrations. 

“And be it known: that Carstairs 
White Seal, being a Perfectly Bal- 
anced Blend for the Man Who Cares, 
is a fitting attribute to his art. And 
therefore this proclamation is pre- 
sented in recognition of his good 


taste and honest efforts to please.” 
|The plaque bore the signatures of 
three company Officials. Like the 
two other mailing pieces, it was in- 
scribed with the name of the re- 
cipient. 


Cashing the Campaign 


After each piece was sent out, the 
salesman who had provided the 
name would call on his prospect, 
merely inquiring if it had been re- 
ceived. As often as not, the pros- 
pect would point to it on the wall, 
whereupon the salesman left with- 
out asking for an order. The sales- 
men repeated this procedure until 
all three pieces had been received, 
whereupon they were able to get 
orders from 61 per cent of those 
on the mailing list. 

(Continued on Page 23) 


Back Pershing Plea 


in “Charlotte News” 


A full page was taken in the 
Charlotte News, Charlotte, N. C., of 
Aug. 11, sponsored by prominent 
business men, to back the plea of 
Gen. John J. Pershing that 50 de- 
stroyers be sold to the British. 


Hodgdon on Board 


Theodore A. Hodgdon, advertis- 
ing manager of the Harvey-Whipple, 
Inc. oil burner manufacturer, 
Springfield, Mass., has been named 
to the board of directors of the Ad- 
vertising Club of Springfield. 


Appoints Smith 

Purchasing, New York, has ap- 
pointed Stanley Smith Western 
manager with headquarters in Chi- 
cago. 


19 
WAEC Transmitter Begun 
Columbia Broadcasting System 


has begun construction of the new 
50,000-watt transmitter on Little 
Pea Island in Long Island Sound 
for Station WABC, New York. The 
new plant, a $500,000 project, is ex- 
pected to be in operation in 10 
months 


a) 
Newport News” Rates Up 
The general advertising rate of 
the Daily Press and Times-Herald, 
Newport News, Va., has been in- 
creased from eight to nine cents a 
line, effective Sept. 1, 1940. 


Agency for David's 

David's Fifth Avenue, Inc., New 
York, has appointed Hirshon-Gar- 
field, New York, as advertising 
counsel. 
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ee 


€ Total net paid circulation now in excess 
of 1,000,000 every day of the week 


you want to sell Chicago 


Chicago department stores know that the Tribune 
reaches Chicago's largest constant women audience. 
Consequently, during 1939, these retailers awarded 
the Tribune 53% of the money they expended for 
infants’ wear newspaper advertising. 
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WOMEN’S SHOES—6]1% 


Because the Tribune is unequaled in its ability 
get buying action from women, Chicago depo’ 
ment stores and specialty shops in 1939 spent '" 
the Tribune 61% of their budgets for advertising 
women's shoes in Chicago newspapers. 
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‘|women, do as Chicago retailers do 


. PUT the CHICAGO Ih BUN 


at the top of your list 


TOILET GOODS AND DRUGS —61% 


y their results show that the Tribune is Chicago’s leading women-appeal 


medium, Chicago drug stores and the drug and toilet goods departments of 
department stores in 1939 awarded the Tribune 61% of their total newspaper 


advertising appropriations. 


Retailers as a whole place in the Tribune 52% of 
their women-appeal newspaper appropriations! 


LINENS, CHINA, GLASSWARE — 66% 


So convincingly has the Tribune demonstrated its Every day Chicago's largest constant audience of 
ability to produce crowds of buying women that women scans the Tribune for “buys” in wearing 
Chicago department stores, during 1939, invested apporel. Result: Chicago department stores and 
66% of their advertising expenditures for linens, specialty shops allotted to the Tribune 65% of 
China and glassware in this one newspaper. their 1939 budgets for women’s wear advertising. 


Zygon Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 
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Italian Vineyard 
Markets New Lines 


Three wines in the quality, me- 
dium and popular price fields will 
be marketed by the Italian Vine- 
yard Company, Guasti, Calif., under 


brand names now being selected. 
Advertising is expected to break 
about Nov. 1. All three lines will 


be distributed in the West with na- | 


tional distribution and 

planned for the quality line. 
Nicola Giulii is president of the 

company. Dan B. Miner Advertis- 


advertising 


ing Agency, Los Angeles, has the 


account. 


Promotes Alice Smart 

J. W. Pepper, Inc., New York, 
has appointed Alice Smart, for- 
merly of the company’s program di- 
vision of the radio department, as 
assistant secretary of the company. 


. ’ . 

Spalding’s New Field 

Jesse Spalding, III, has resigned 
from Erwin, Wasey & Co., Chicago, 
to become vice-president of Henry 
Kelly & Sons, Inc., New York. He 
will be in charge of Spalding Scotch 
whisky sales. 


Issues New Rate Card 


Physical Culture has issued a 
new rate card setting a new guar- 
antee of 200,000, beginning with the 
November issue. 


| 
| 
| 
| 
| 


Farm Families 
Heavy Buyers of 
Drugs, Cosmetics 


‘Farm Journal’ Study 
Throws New Light on 
Living Habits 


Philadelphia, Aug. 22.—Farming 
is incidental to the main business of 
living. That is the moral of a sur- 
vey of Cortland County, New York, 
just issued by Farm Journal and 
Farmer’s Wife. Hence, while farm- 
ers are primary markets for farm 
equipment, their families are the 
same kind of prospects for such 
non-farm products as cosmetics and 


drug items, food, clothing, house- 
hold equipment and a_ host of 
others. 


“We do not claim to have sur- 
veyed a new continent yet,” said the 
preface to the new study. “‘We’ve 
looked at an island, but without 
stretching your imagination perhaps 
you'll see the continent too. 

“To begin with we threw over- 


board as a guide to rural purchas- 
ling power government cash farm 
|income figures as incomplete and 
|inconclusive. Next, we tossed retail 
sales figures out the port hole. What 


| we wanted to know was how much | 


| people 
spend, regardless of where they 
spend it. 


Sales Figures Faulty 


“In the preamble to a previous 
study we said and we repeat, ‘In- 
fluence people where they live.’ We 
said this because retail sales figures 
{do not properly reflect the volume 
of buying of one of the most impor- 
tant spending groups—namely, peo- 
ple living in villages and on farms.” 

Some of the conclusions from the 
survey: 

“The use of cosmetic and drug 
items in general among farm fam- 
ilies parallels city consumption and 
in some instances such as cold and 
cough remedies and liniments, ex- 
‘ceeds the urban market. Hand 
lotions and creams show a favorable 
picture both from a farm acceptance 
and use standpoint. Deodorants sell 
to farm families in the upper classes 
almost as well as to town families 
in the same economic levels. 

“That the farm produces to any 
great extent the 
consumes is denied by our findings. 


food the family 


Half-Year Figures Show Detroit 
Far Ahead of National Average in 
Important Business Gains! 


Per Cent of Increase First 
6 Months of 1940 Com pared 


DETROIT'S 


Detroit's Margin 
Over National Gains 


With First 6 Months of 1939 2 ae 4 1%" ; 
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HECK - 
ez TRANSACTIONS 


DETROIT NEWe 


field in which to sow his sales seed this Fall, the Detroit 
market offers one of America’s most exceptional opportunities. 
Among many reasons these are outstanding: 


Oo Detroit industrial activity has a/ready en- 
joyed more than a half-year of near-record gains 


in nearly all major 


divisions. Buying power, 


resulting from steady employment and increased 


payrolls, is high. 


@ The ease and economy with which the 
Detroit market can be covered is unique in 
major markets. Here, one newspaper, The Detroit 
News, reaches 63'2% of all the regular news- 
paper-reading homes of the city and has 80.5% 
of its total city and trading area weekday circu- 
lation HOME DELIVERED by exclusive 


News carriers. 


Investigate the exceptional sales opportunity offered by 
the Detroit market—and The Detroit News—NOW ! 


80.57 


OWE DELIVER, 
ye TRADING ARE, 


The Detroit News 


THE HOME NEWSPAPER 


New York: 1. A. KLEIN, Inc. 


Chicago: J. E. LUTZ 


spend and for what they | 


| 
| 


FARMER BIG BUYER OF WATCHES, YEAST 


YEARLY per FAMILY “se"* 


MENS WATCHES 
Number of Watches 


- 


29. 


| 
| 
| 
| 
| 
| 


USE 


YEARLY pen FAMILY 
YEAST tr BAKING 


Number of Cakes 
0 0 4 6 # WO M0 


|| 
47.6 


| 
78.3 

106.7 
|_| 


ce ciel 


warm Journal and farmer's | 


Actually farm families consume 50 
per cent more hot cereals and 100 
per cent more cold cereals on the 
average during the year than town 
families. Farm families do more 
baking of all kinds. This accounts 
for the proportionately large con- 
sumption of all-purpose flour. 


Market for Clothing 


“The Cortland County study indi- 
cates that among farm families a 
great potential exists for manufac- 
turers of clothing and dry goods. 
The average yearly purchase of 
women’s hosiery is about the same 


for town and farm families. The 
|average yearly purchase of women’s 
| footwear indicates that farm women 
are buying almost the same number 
of pairs of shoes annually as town 
women. 

“Farm families constitute by far 
the best market for overalls and 
work trousers. There may be a 
|growing tendency toward the shirt 
and trouser combination. More farm 
families 


purchase sheets or yara 
goods for sheeting than do town 
families. Their average purchases 


| of either ready-made or yard goods 
| for sheeting are also greater. 
| Living Standards Rise 

“The home equipment section of 
the survey evidences the rapid rise 
in the standard of living displayed 
in the farm home. Electricity on 
the farm has played its part in this 
development, as has the automobile, 
good roads, central schools, the tele- 
phone, modern farm publications, 
home demonstration agents and the 
newer types of farm machinery. 

“When electrical items alone are 
considered, a recent study of the 
purchases of 50,000 families during 


the first 12 months after obtaining 


high line service shows that they 
average $150 each for new equip- 


ment. Still another study of old 
customers indicates that they pur- 
chase on the average almost $5¢ 


worth of electrical equipment every 
year. 

“The percentage of farm homes 
owning rugs and carpets is some- 
what greater than the families of 
other markets. Of course, farm 
homes are larger and need more 
floor coverings.” 


Pierce Joins Ayer 

Russell E. Pierce has _ resigned 
after seven years as publicity direc- 
tor of Warwick & Legler, New York, 
to join N. W. Ayer & Son, New 
York, as director of radio publicity 


and promotion. With him goes 

Adele Wesley, his assistant. 

Two Name Fairfax 
Glenwood Gardens, Yonkers, 


N. Y., and Regency Park, Kew Gar- 
lens, L. I., have appointed H. W 
fairfax Advertising Agency, New 
York, to direct their advertising 


Joins Compton 

Lester H. Schroeder, formerly 
with Blackett - Sample - Hummert, 
New York, has joined the media de- 
partment of Compton Advertising, 
New York. 


PHOTOS 2x!25¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail. Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a photo and we will do the rest 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


io 


conducting 


“LET'S HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 
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TALENTED SEAL 


Gardner Displays, Inc., created inis seal, 
who, animated by a hidden motor, does 
a balancing act and flaps a fin. 


Carstairs Sells 


61 Per Cent of 
Tough Prospects 


(Continued from Page 19) 


Mr. Reeder said that this plan has 
been so successful that 6,000 other 
prospects will receive the same ma- 
terial. He also reported that its 
success has been embarassing in one 
because established Carstairs 
customers also requested the ma- 
terial and could hardly be refused 

Other new Carstairs point-of-sale 
advertising pieces which have been 
well received by the trade include 
a moving window and_ back-bar 
display which is made of Foamflex 
rubber, a recent Firestone Tire & 
Rubber Company development 
which has been used for advertis- 
ing displays in only a limited way 
heretofore. 

This display stands about a foot 
high and operates with a small elec- 
tric motor concealed in a hard rub- 
ber base. Promoting the White 
Seal brand, it features a lifelike 
white seal upon whose nose revolves 
a rubber ball inscribed “balanced 
blend.” The seal’s neck turns and 
he flaps a fin as the ball revolves 
on a concealed rod projecting from 
the motor. Gardner Displays, Inc., 
New York, made the device. 


way, 


New Display Material 


Only two displays in the entire 
line are made of cardboard. Be- 
sides the Foamflex model described 
above, several are made of com- 
pressed clay, resembling plaster-of- 
paris, but being much harder. These 
displays, intended for back-bar use, 
achieve eye appeal through use of 
contrasting colors. Because of their 
weight and apparent value, they 
are retained when less permanent 


material is discarded, Mr. Reeder 
said. 
Other displays include mirrors, 


thermometers, lumaline lamps, wire 


reaches the 
Market on th 


p Buvinc POWER.” 
group rate---" 
one campaisn 


Hit TO 
with one low 
space order-- 


Grange 
rosperous - 
aa reached through 
ange News 
ge Bulletin 


86,000 
families 4° 
California Gr 
Oregon —_ 
Gran 
\doenington Grange News 


MILLS BUILDING @ SAN FRANCISCO 
Representatives 

1. Wm. Hastie, New York + F. E. M. Cole, Chicago 

Duncan A. Scott, Pacific Coast 


birdeages containing a bottle of 
whisky bearing a tag reading “ask 
for this bird at the bar,” and seal- 
shaped pourers to be attached to 
bottles of Carstairs products. 
| The company’s two advertised 
|brands are White Seal and Har- 
| mony, both of which are extensively 
| promoted in newspapers. All point- 
|of-sale advertising is closely linked 
|with newspaper copy. White Seal 
|displays picture the animal with 
|the “perfectly balanced” slogan. 
| Harmony material follows the mus- 
|ical motif, one display made of com- 
pressed clay being shaped like a 
piano and bearing the words “let’s 
have Harmony.” 

Lennen & Mitchell is the Carstairs 


llowing a 


Truckers Pick 
Weeklies for 
Fall Campaign 


New York, Aug. 21.—The billion 
dollar trucking industry will launch 
its first national campaign Sept. 20, 
it was announced here today fol- 
meeting at which the 
Trucking Association 

final approval of a promo- 
program. Advertising expen- 


American 
voted 
tion 


|diture at the outset will be at the 


rate of $400,000 a year, and the 
budget will probably be increased 


| weekly magazines will be the sole 
|medium but newspapers and radio 
will be added later. The Biow Com- 
pany, which recently conducted a 
|nation-wide survey of the trucking 
| business, is in charge of the cam- 
paign. 

Magazines on the list for pages 
and spreads include Business Week, 
Collier's, The Saturday Evening 
Post and Time. The association will 
hold its annual convention in Los 
Angeles in November, when 1941 
promotion plans will be discussed. 

The association has headquarters 
at Washington, with Ted V. Rodgers 
as president. Its membership in- 
cludes more than 50 state and re- 


| space newspaper advertising to tie 
in with the central campaign. 


Certain-teed Appoints 
Galloway Sales Manager 


Russell R. Galloway, district sales 
|manager in the Chicago office of 
|Certain-teed Products Corporation 
since 1931, has been appointed gen- 
}eral sales manager of the company 
with headquarters at the New York 
offices. 

Mr. Galloway has been with Cer- 
tain-teed since 1923. 


MBS Adds Mears 
Fred Mears, 
National 


with the 
Company, 


formerly 
Broadcasting 


next year. gional trucking groups, many Of | has joined the publicity department 
agency. For the remainder of this year, which are expected to use large-|of Mutual Broadcasting System. 
" Be oa “4 Py ~ iS Pr ‘ . SORES a. ee Seat Se — FPR! " 


SHE DIDN’T REALIZE SHE WAS GETTING BURNED- 


Until Too Late! 


There are other ways of getting burned, too, where it doesn't hurt until it's too late to do anything about it 


... Like warm sunshine, there*s something pleasant about getting a low price on a set of engravings we know 
is worth considerably more money. But when re-etching, re-proofing, arguments, delays, impossible 
“progs, and finally an invoice for extras sting and smart, we realize we've "been burned.” ... Next time 
we're exposed, the "program is different.” .. . Perhaps that's one of the reasons the Rogers Engraving 
Company is constantly adding new customers to its already impressive list of advertiser-buyers. ... A 
national reputation for craftsmanship, a knowledge of what is required in the reproduction of difficult as 
well as simple subjects, an appreciation of time problems and an understanding of budget limitations have 
made Rogers the established photo-engraving source for hundreds of advertisers. Some reckon their 
expenditures in dollars. Others have appropriations that run into hundreds of thousands. Both classes 
know that value is what they receive from Rogers. 


ROGERS ENGRAVING COMPANY 


2001 CALUMET AVENUE eo 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


Phone: 
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Cooper Wins 
Two Daughters 
of England 


New York, Aug. 22.—A touching 
tale of advertising kinship across 
the seas came to light today when 
it was learned that the two young 
daughters of a British advertising 
man are en route to the United 
States, assured of the safety and 
comfort of a Boston advertising 
man’s home. 

Exactly a month ago a letter went 


forward from F. C. Millington, 
managing director of the London 
Shopping News, to the Shopping | 


News Managers Club, an American | 


organization composed of shopping 
news executives. In the letter, 


which did not reach its destination | 
Millington said | 


until Aug. 1, Mr. 
that he and his wife had decided 
to evacuate their children, five and 
six years of age, to America. He 
wondered whether, “as a fellow 
worker on a shopping paper,” some 
member of the craft in this coun- 
try might be able to find a home 
for the youngsters. 


S. O. S. Is Issued 


A special bulletin was dispatched 
to members of the Shopping News 


| Managers Club. And almost im- 
|mediately long-distance calls, wires 
and special delivery letters began 
to pour in. Every communication 
was either an offer to provide a 
home for the children or to con- 
tribute to their care in an American 
school. 

After careful study of the offers, 
guardianship of the two girls was 
'awarded to Chester Cooper of the 
Boston Shopping News. Within a 
few days the Cooper home in 
Cohasset, Mass., will be the haven 
|of the two little refugees from war- 
torn Europe. 

The flight from London was not 
the tots’ first evacuation. In 1937 
they were sent out of Shanghai to 
a place of greater safety. 
| en 


of Printing Celebration 


| A preview of the Hartford cele- 
| bration of the 500th anniversary of | 
|printing was given by Lewis T. 
|Finch, Case, Lockwood and Brain- | 
|ard Company, at the monthly lunch- | 
eon meeting of the Advertising Club | 
of Hartford, Conn. The anniversary 
will be marked by special meetings, 
exhibits of rare specimens of print- 
ing and contests in the schools. 

An illustrated talk on “500 Years 
of Printing” was given by Charles 
P. Spalding, Kellogg & Bulkeley 
Company. 


Gifted Artists | 
Lend Talents 
fo Diamond Copy 


New York, Aug. 20.—Although | 
destroyers currently seem more | 
important than diamonds, DeBeers | 
Consolidated Mines will sponsor an 
extensive fall campaign born of the | 
|conviction that even in times of | 
| stress men and women respond to 
basic emotions. 

Designed to make everyone less 
| conscious of the shriek of bombs 
|and more sensitive to the peal of 
| wedding bells, the campaign will 
| begin in September in nine maga- 
‘zines and use full pages regularly 
through May. Reproductions in full 
color of the work of eight leading 
contemporary artists will be fea- | 
tured. 

The opening insertion, with a | 
painting by Dietz Edzard of a | 
| woman holding in her hands a very 
feminine little hat, is headed “By 
Love Immortalized” while the copy | 
carries out the theme: “Her little 
hat, her finger-molded glove—all of | 
the possessions of his beloved take 
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1930 Daily City 


Circulation 
Chronicle . . 40,490 
Post . 37,729 
Press . . 37,287 


1940 Daily City 


Circulation 
Chronicle . . 65,395 
Post 53,149 
Press . . 46,341 


Doily city circulation figures from 
Publishers’ Stotements to the A 
B. C. for six-month periods ending 
Morch 31, 1930. ond Morch 3}, 
1940 


*These ore preliminory figures re- 
leosed by the loco! Census Bureou 
on the 1940 census 
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...than one of America’s fastest growing cities 


OUSTON IS ONE of the fastest growing cities in the 
United States, according to the 1940 Census.* Since 
1930, Houston has grown from 292,352 to 386,150 

increase. 


But The Houston Chronicle, one of the fastest growing 
newspapers in the United States, has outgrown Houston 
in the past decade. The Houston Chronicle’s increase of 
62% in daily city circulation is almost double Houston's 
increase of 32% 


in population since 1930. 


And The Houston Chronicle's increase in daily city cir- 


culation in the past 10 years is more than the combined 
increase of the other two Houston newspapers. 


The Houston Chronicle ALONE is all you need to sell 
Houston. 


THE HOUSTON CHRONICLE 


Largest Daily in Texas --- Morning or Evening 


R. W. McCarthy 
National Advertising Manager 


The Branham Company 


National Representatives 


beloved women deal” and the “im- 
| mortal fire” 


| that 


| these 


| tion, 


on, for the young lover, 
significance.” 
Copy Is Distinguished 
The contrast between the perish- 
able quality of “the wares in which 


a special 


of a diamond is devel- 
oped further on: “The diamond 
flashed as she put on the 
quaint, ridiculous hat—that shone 
like a dewdrop in the folds of that 
fresh young gown—that starred the 
muff and marked the glove—will 
blaze in glory long, forever after 
ephemeral things are gone. 
Saying to his sons, and his sons’ 
sons, how fair he found this woman 


Hitler's “Appeal 
to Reason” Lands 


in Agency Office 


New York, Aug. 22.—The Battle 
of Britain was brought closer to ad- 
vertising men here this week when 
a rare memento of the German 
campaign came to rest in the offices 
of Abbott Kimball Company, fol- 
lowing a trans-Atlantic hop on the 
English flying boat “Clare.” 

The memento, which drew a4 
steady stream of visitors to the 
agency’s headquarters, is a pamph- 


and how sweet.’ 

A continuation of the institutional | 
campaign begun last year by De- 
Beers, the current effort represents 
an increase over last year’s promo- 
in 11 magazines in two colors, 
which comprised the first national 
advertising for diamonds in the 
United States. According to N. W. 
Ayer & Son, agency in charge, the 
“educational” advertising is chiefly 
responsible for the increase of about 
20 per cent in retail sales of dia- 
monds in the United States this year 
over 1939. 


Increase in Imports 


Imports of diamonds in 1939 were 
reported to be above those for 1938 
and the value of cut diamonds, 
according to Department of Com- 
merce reports, rose in this period 


|by Adolph Hitler.” 
| English 


let prepared by the Nazi propa- 
ganda ministry and dropped from 
|one of Herr Goerring’s bombers ov¢ 

a Southeast British town. It is en- 
titled, “A Last Appeal to Reason 
The text is an 
of the Hitle: 
speech before the Reichstag on 
July 19. The message occupies 4 
four-page newsprint folder, 18 by 
25 inches in size, printed in 8-point 
type. The propaganda effort floated 
|to earth during the course of an 
| air raid on the evening of Aug. 4 

| The Germans apparently thought 
lthat the content of Herr Hitle: 
speech was unknown to the Engl! 
citizenry. A clipping from | 
London Times, dated July 20, how- 
lever, reveals that the address 


‘fully covered in the British pres 
| 


translation 


= & 


from $17,016,042 to $27,417,273. The | 


value of cut diamonds in the first 
five months of 1940 was $13,5 
compared with $11,043,000 for the 
same period in 1939. 

The DeBeers campaign was 
planned to continue for three years 
and followed extensive field re- 
search in 52 cities in 27 states in 
which the age, sex, reason for pur- 
chase, preferred sizes and income 
level of diamond buyers’ were 
studied. 

On the schedule are Fortune, 
Harper's Bazaar, Ladies’ Home 
Journal, Life, The New Yorker, The 
Saturday Evening Post, Time, Town 
& Country and Vogue. Black and 
white insertions will be used for a 
list of business papers. 


Plans Printing g School 


The School of Printing Admin- 
istration will be established ths 
fall at 19 West 44th street, New 
York, by John F. Smaney, of the 
Congress Printing Company, New 
York. A two-year night course in 
planning, selling and supervising 


printing will be offered by the new 
school. 


76,000, | 
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ADVERTISING FEATURE 


The Tank Truck 


L L 
7 
. 


THRIFTY TIPS FROM 


FARMERS WHO KNOW! nS 
| | | 


SATS AN (DEAS | ALWAYS AT TOUR SERVICE 


Testimonial Copy 
ls Revitalized 
by Continental 


(Continued from Page 15) 
PLATING. Now you must read all 
of what this Nebraska farmer has 
taken the trouble to write, and see 


why itll be for your own profit to 
follow his lead on OIL-PLATING 
any of your engines. He comes 
right out and says, ‘I have used 
your Germ Processed oil for the 
past three years. Had such marked 
success . . . in my 1928 Farmall 


Standard that I now use it in all my 
equipment including 1933 Chevrolet 


Truck, 1933 Chevrolet car and 
Model A car.’ 
‘*T find less consumption with 


your oil and over a period of time 
I spend less for repairs. I believe 
your Germ Processed oil is a step 
ahead and that others will be forced 
to follow you day.’ (But 
Germ Processed oil is patented.)” 


some 


Helps Solve Problems 


In addition to testimonial copy of 
this kind—none of which, incident- 
ally, is paid for—Conoco believes in 
‘altruistic’ copy as an integral part 
of every farm paper insertion. A 
regular monthly department called 
“That's an Idea" contains homely 
little time and effort-savers dis- 
covered by farmers. Contributors 
are paid a dollar each for their 
ideas. The list includes such prac- 
tical problems and solutions as pre- 
venting a screw from working loose; 
how to secure light at night if you 
have tire trouble and no flashlight; 
and how to keep drinking water 
coo! on hot days. 

Indicative of farmers’ interest in 
“That's an Idea” is the rising tide 
of contributions received at Conoco 
headquarters. During 1939, a total 
of 1,974 hints came in, while thus 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


far this year 2,156 practical tips about 1,500 of these representatives 
have been received. in the company’s marketing area, 
From time to time another type which roughly consists of the six 


of “altruistic” copy is featured. This 
is a practical “how to do it” series 
covering typical problems such as 


Mountain States, the Midwest 
the middle-Atlantic territory 
Conoco farm advertising appears 


and 


the care and cleaning of leather, on a year-around basis in a list 
figuring the amount of hay in a comprising Arizona Farmer, Cap- 
haystack, and painters’ pointers. per’s Farmer, Farm & Ranch, 

All material published thus far Farmer Stockman, Idaho Farmer, 
has been gathered together in a Kansas Farmer, Missouri Ruralist, 
booklet entitled “Handy Farm Montana Farmer, Nebraska Farmer, 
Ideas” and distributed through Con- Utah Farmer, Wallaces’ Farmer and 


oco agents. Western Farm Life. in most in- 
: . stances back covers in two colors 
Spotlight on Agents ' : 
are used but some insertions are 
The job of cultivating farmer half-pages. 
goodwill through “The Tank Truck” In addition to this special copy 


includes in its scope a steady spot- the Conoco newspaper campaign, to 


light thrown on the Conoco agents a certain degree, affords still fur- 
who serve rural areas There are ther coverage of farm areas. Of 


1,400 papers on the list about 300 
are weeklies, distributed chiefly in 
non-urban markets. Twenty - four 
sheet posters also blanket the mar- 
keting areas. 

The New York office of 
Locke-Dawson directs the 
account. 


Tracy- 
Conoco 


“Life’’ Announces New 


Guarantee and Rates 


Effective April 7, 1941, Life will 
guarantee a circulation of 2,500,000 
with a rate increase which will 
raise the one time black and white 


page rate to $7,100 
For the first six months of 1940 
Life’s publisher's statement will 


show an estimated average circula- 
tion of 2,860,484, the publication 
announced. 


WOV Gets More Power 


The Federal Communications 
Commission has granted Station 
WOV,. New York, a_ construction 


permit for a new transmitter, an In- 
crease of power from 5,000 to 10,000 
watts and a directional antenna sys- 
tem. The FCC permit follows a 
change in program policy at WOV, 
including the shifting of Italian 
commercials to daytime hours and 
the use of English only for pro- 
grams after 6 p. m. 


Gets Disney Characters 


Mechanical Man, Inc., New York, 


has signed a contract with Walt 
Disney Productions, Burbank, Cal., 
to animate a group of 33 Disney 


characters which will be available 
for rental by advertisers for dis- 
play purposes. 


ee a 
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The BIG 


Highlight of the hospital year is the American 
Hospital Association convention to be held in 
Boston, September 16-20. 


Thousands of hospital people are attracted to 
this convention every year to hear scores of 
papers and reports, as well as to examine the 
thousands of items of merchandise which are 
gathered together in the exhibit . . . one of 
the largest and most complete staged by any 
association in the country. 


HOSPITAL MANAGEMENT, whose “inquir- 
ing reporter’ provided a brand new note in 
publicizing new and interesting develop- 
ments in hospital equipment and supplies 
displayed at this convention last year, is 
again undertaking to turn the spotlight on 
exhibits and exhibitors and others at this 
Boston convention in interesting and dra- 


matic style. 


Hospital Event 
of the Year.... 


The September issue of HOSPITAL MAN- 


AGEMENT, 


carrying an 


“Exposition Pre- 


view,” will not only reach hospital admin- 


istrators in advance of 


the convention, but 


will be distributed to many more from our 


booth. 


HOSPITAL MANAGEMENT rings the bell 


with its thousands of subscribers because it 


is not only helpful but interesting—not only 


authoritative but practical. That is why ad- 


vertisers are getting more for their promotion 


dollars in the News and Technical Journal of 


Administration. 


If you want your advertising to work harder 


for you at the beginning of the active fall buy- 


ing season, send your reservation for space 


in the September issue, closing September 5, 


now. 


@ Hospital Management ({j 


The Only ABC-ABP Magazine in the Field 


CHICAGO 
100 E. Ohio St. 


ATLANTA 
Walton Bldg. 


LOS ANGELES 
Western Pacific Bldc. 


SAN FRANCISCO 


Mills Bldg. 


PORTLAND 
Terminal Sales Bldg. 


NEW YORK 
330 W. 42nd St. 


Po ee 25 i 
LL * if 
. 
a _—_—_ 
yg =e || . gl ‘i 
ee - 
. es . 
| ae ie 
| ee . “ 
pon é 4 * \ a> | a \' ; Wi j "4 -— ‘ 
| “Tonoce ean { fs 4 . a Nad l : ) tee ‘ = 4 e 5 a bin 
aa T s a a. e eS a ean 
roo A Se) kv eee i ae 
:~ ee! a Oar ae peer 8 fae eee ; 
a+ ee ' on ae . aie ‘ és 
, - tks aa Ak - ae a Se ie * > Te He iJ i mre ‘% q i 
ia eh ~ sll . we: ej 2 | jj a > pgp ¥, f ; < ‘kk { \ —_-k —— 
ai Bu Sages Co ee Pe ES te) eee 
he s | + ¢ Ac " Ars wg = a ——e a ie 5 ey - wy 
~*~ are es , st Ti ama * bl a ~~ — elm + Soni - ou B < eee : nee 
* gg 7" (|| ai ia i. = ee oe “iil 
q . > no | =< ra ORS gore x ee. ae 
el oy Bin aA “Tee Sart hh fi * Wines i. 
x: . i - ! ~ a = q | | wt? ai — “ea i 7 
| ie : sony a <n Mi i“ i " ‘es “i 
| s “¥ | ve. ws ~~ . oo se Soe | - 
j Z. ‘ ~ 3 La d P ’ % Cog q : i» & : B P #5 ~~ ‘ é “ 
7 FT _ : »> ab = rs ww i “ bi % 
F a ? 7 Te" Ry a a . \ 7 4 3 aed t A —| . "Eh - 
, — f: t yi “a nx ~ | te > oe a a 
4 ie: " fai : SS . * LT r.: ~ ae 4 — : E 
i. & mm % 
; \ » as Bs EF 
i. 7 
, Pes 
in § . Vie 
ee oa i 
m er 
( ates 
n ee iz 
aot _ * 
* es) ol 
nt 2 my 
a *) 
n = " 
. ee = 7 
neem Cee o 
= iinctiiiiaiaetimatiabinatinntiaetitents wae 
es a 
ee 
Pe 
vay 
— A 3 sty 
nik Pe 3 / | ; 7 . . ie 2 Re ie - Sage P -* : Aa ' eed ay a4 Sa + Su. Set ‘ * rr, Fie se ee we eS i ct, 
ia “ Pari. pe, ee ee es ; . /" ‘a Pie igs n Cae ce eae * ms ‘ ‘pen, Pie a: Oe.) a ee Pa ny 
is. Meee RS PTAs ee ele ee Fee Se) ee a i ae eee, See. Sg I a ee ee 


ie io ~ i RE ee <i! - : a oe Shige te ; "ieee ee 


26 ADVERTISING AGE August 26, 1949 


—s 


° by hand or could the Post still be zite Rug Cushion J s with 64,837,754 a year ago. Auto- 
Promotion »i” ieee Eeteeaed uly Display motive was the only display class 
rive panae : N fication showing a gain. July linag, 

ce A lot of advertisers and agency Clinton Carpet —— om in ew spapers amounted to 3,627,506, compared 
toll - ore a .y were |panding its fall campaign for Ozite with 3,495,993 in July, 1939. for « 

Ix e V l e W folk must have thought they were rus cushions, spece being scheduled Off 95 Per Cent \ n 


se x; , , or day : increase of 3.8 per cent. 
one | # tting a- bouque t the other day, in American Home, Better Homes | . Pp 
o : . 7 = aes but the gift turned out to be one & Gardens, Bride’s, Cosmopolitan, New York, Aug. 21.—Total dis- 
rhe current interest in readership of those die-cut things from House Good Housekeeping, House Beauti-|play advertising in newspapers of 
research as a guide to space buying Beautiful. And the die-cut thing, ful, House & Garden, Ladies’ Home 52 major cities declined 2.5 per cent Retail advertising declined 
is capitalized by Kimberly - Clark ajso beautiful, turned out to be a|Journal, McCall's, Sunset, This}. ae . yer cent: general. 6.8 per « 
; , , ; in July, Media Records, Inc., re- } > 8B al, per ¢ 
Corporation in its new brochure warning of the magazine’s impend-|Week, and Woman's Home Com- ’ ' A financial, 13.8 per cent. Classified 
“Cn: eroves Fffec ; “at , ion ported today. For the first seven . sae ates / pinta 
called “Gallup Method Proves Effec- ing fall issue of “The Guide for the Pamon. a : gained 3.0 per cent, to make 
é io ol ” » renort sum- as a8 R. A. Phelps is advertising man- | months of 1940, however, total dis- | >‘ ; fee 
tiveness of Roto.”” The report sum- | Bride. =: AED ‘ al advertising : 
ride ager. Earle Ludgin, Inc., Chicago ipa nee 9 : eont record for total advertising in July 
marizes Gallup method surveys of ees ep , n ’ * »>|play shows a gain of 1.9 per cen a is - cent below July. 1‘ 
has the account. . only 1.1 per cent below July, 1939 
reader traffic in 21 issues of Sun-|_ | ‘ over the corresponding 1939 period | “i. the seven months of. 1910 
day newspapers in 14 cities. The | Dick to Seidenbaum and an increase in classified brings 


Automotive Gains 


. ’ : automotive shows a gain of 19.4 
territories covered in the surveys Leo M. Dick, Inc., New York, has I. D. I. Names Wettlin the improvement in total advertis- | pent: retail, 0.9 per cent; gene) 
represent a variety of economic in- appointed William G. Seidenbaum | _ I. D. I. Products, Quakertown, Pa.,| ing to 2.2 per cent. 1.2 per cent; classified, 3.3 per c 
terests—industrial, farming and. Advertising Agency, New York, to|has appointed Wettlin & Co., Cam- Total display linage in newspap-| Financial is 5.4 per cent behind 


: enter ‘rviews were | hé > pr r Celeste frocks | de N. J., to handle its account. a cae ; 
shopping center. Interviews were | handle promotion of Cel ste frock en, in eee ae ect mail |S of these 52 cities for July, 1940, | 1939, representing the only cla 
equally divided between men and and Kilts skirts. Magazines, news- Newspapers, magazines, direct mai ated  63.246.179 seaek | tena etaaageng de eles = 
women of four different occupa- | P@Pe's and displays will be used. and displays will be used. aggregate 9,240,179, compare ication failing to show an Increis¢ 

an | 


tional classes, and therefore the 
graphs indicating intensity of reader 
traffic for each section of the news- 
papers studied show at a glance the 
differences in reader-interest from 
the masculine and feminine view- | 
points. 

Aside from its interest as an in- 
formative report, the piece, 11 by | 
14, is an attractive production job. | 
Printed in roto, of course, it has | 


bleed border decorations composed ”y 
of those eye-appeal pictures which, eee 


according to the type matter, are of | 
universal interest. 


# 


a P 6 Dd 
Station WHEC, Rochester, N. Y., ut Ow on WI i | as 
is taking advantage of the fact that CJ 


its call letters include two used in 
baseball. It has installed a_ hit- 
error sign board in right field at the 
Red Wings’ baseball stadium. The , 
two center letters are wired with WOMAN can find her dream dress—the one 
brilliant neon, controlled from the 
official scorer’s station in the press i 
box. On any doubtful play, the “H” not only Stops the roving eyes of males, but also 
is flashed to indicate “hit,” or the | 

| 

| 

| 


dress she has always wanted—the dress that 


forces out of other women such exclamations aSa— — showed the fabric was also “'tub-fast.” A Fade- 


“M-m! What a knockout!” Ometer test of 40 hours proved color resistance 
“It's the smartest thing I've ever seen!” 


“E” to signify “error.” 


4 


“The story of the ‘Grand Ole to sunlight. But the material, when made up 

ry’ has bee » Stati "l adore you in that blue!” ° 
Opry has been told by Station wel ie ; into a dress and washed, showed red streaks all 
WSM, Nashville, in a booklet whose ; peta ; 
covers consist of gingham, thus giv- —and then Parr over the white background. This d ye stain 
ing a clue to the type of the pro- ; , “bled” into other clothes put into the washing 
gram. Inside pages are of paper, one trip to the cleaner (or tub) and it can never 
printed to look like gingham. b : machine at the same time... Why? 

—_ aa ; 
“The Grand Ole Opry” has been e worn again. B tl 1 t/ pn yee ie sini 
— » P > ati - ‘ Ore ‘ . ° ecause 1 rec Medd USecC O SCcw 1 = 

sponsored by many national adver Money won't right this tragedy. Because money 
tisers, the list including R. J. . ; : : : 


was ‘‘fugitive’’—bled easily in water. 


Reynolds Tobacco Company, Allis- alone can’t replac ea dream dress. 


Chalmers Mfg. Company, Interna- 7 x x ; 

tional Harvester Company, Wheel- y y 7 

ing Corrugating Company, and ; o Do ’ : _ . 

ie Yet today the question, “How long will it wear? We called the manufacturer—told him the story. 

is more difficult for a woman to answer than ever — He remedied the trouble with “boil-fast’’ thread — 

“How to Concentrate—in 12 Easy before... Hundreds of new materials are offered. wrote us:—" We appreciate very much your co-opera- 

Lessons” looks like a revised ver- ae yy , - , et . 

sion of “Alice in Wonderland” and There are Zelan-treated corduroy a. Santorized t10n 1n this regard . — Onc © again, our lab« watories, 

a og wlio - oi ne a broadcloths, Tebilized velvets, Rainfoe-processed an Editorial Department of Good Housekeeping 

ot of laughs before he finally dis- ’ 4 : nes 

covers that it is a promotion piece tweeds, Wat-a-set-treated rayons, rayon gabar- Magazine, had been able to co-operate with a 


for The Saturday Evening Post. 
Only the book itself is heavy, the 
contents being light enough for any- and cotton, rayon flannel... 
one’s mental digestion. 

A key to the style is given by the 
final note: “This is Number 8,676,- | 
327 of a limited edition of 8,676,327 i 3 : ; 
copies printed for the edification of track of new developments. Some amazing things 
what is loosely called ‘The Trade.’ 
Of course, the first total is filled in 


MORE SALE 


Per Wage Earner In 


dines, Sanforized cottons, mixtures of spun rayon manufacturer in the service of you, the consumer. 


beautiful bat bewildering! 


To help you, we investigate new fabrics and keep 


turn up in these investigations. For example, we 

recently examined a new. smart. candy-striped THIS IS ONE OF A SERIES of advertisements, based on 
actual cases, in the files of the Good Housekeeping labora- 
tories, at 57th St. and 8th Ave., New York City. Here, under 


WE CAPTURE A FUGITIVE the direction of Katharine Fisher, Home Economist, and 


Dr. Walter H. Eddy, Biochemist, 56 people—engineers, 


casual dress... 


any On shrinkage, this dress’s cotton-piqué fabric was chemists, home economists and others —carry on a unique 
‘ : Beaumont Than In Any “Wy oo k ! ; "7 ; Good Housekeeping editorial operation, in the service of 
. a O.K.”. . . shrank less than '2 of 1%. Washing the consumer. 

< a 

: a 


EVERY BUSINESSMAN SHOULD KNOW THAT... 
— 1 years’ experience with laboratory and “practical-use”’ THE MOST DEPENDABLE 
tests lies behind the Good Housekeeping Seals of Approval. ADVERTISING PAGES 


Tested and APProveg 
0000 


Good Housekeeping 
%, Institute wt 


y 


QNOuseKeer we, WAGR —The Approval for which they stand is not for sale. A manu- IN AMERICA 
facturer cannot buy our Approval ... Neither can he get it by 
In the Service offering to advertise in Good Housekeeping Magazine. Every product adver- 


of the Consumer —Approval is granted for a one-year period only. tised in every issue of 
Ee —In an average year, 3 out of every 4 manufacturers on our Good Housekeeping 


—_ cn anata a cat Magazine. Magazine is backed 
A ing] Pi Ares aaa service, which costs the manufacturer with o MONEY- BACK 
» “ X%,, Bureau o~ nothing, has cost us well over a million dollars in the last 
an 1000 WATTS — 560 KC tousencerine MA five years. Guaranty. 
‘ NBC BLUE - - FULL TIME 
to a 
eel c Represented By 
4 : INTERNATIONAL RADIO SALES 
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FTC Attacks 
Listerine Copy 
and Discounts 


Washington, D. C., Aug. 22.—The 
Federal Trade Commission today 
not only issued a blanket denial of 
the truth of most of the advertising 
claims employed in behalf of Lis- 
terine, but charged the Lambert 
Pharmacal Company with violation 
of the Robinson-Patman Act. It 
was the second FTC attack on the 
veracity of Listerine advertising, 
the first ending in a stipulation. 

Representations that dandruff is 
caused by infection from a particu- 
lar germ are misleading, the Com- 


mission charged. It also denied 
that Listerine is a cure for dandruff, 
asserting that its use merely 
moves scales temporarily and 
fords some relief. 

The Commission charges that 
representations that Listerine will 
prevent colds and sore throats and 
kills all mouth and throat germs 
are also untrue. Furthermore, ac- 
cording to the complaint, Listerine 
in no way affects the usual sources 
of halitosis, which Lambert adver- 
tising attributed chiefly to fermenta- 
tion of food particles in the mouth. 

Reference to the Robinson-Pat- 
man Act came in the form of an 
order to desist alleged violations. 
The Commission charged that the 
company allows certain wholesale 


re- 


af- 


and retail customers compensation 
for sales services or facilities pro- 
vided by them, without making such 
payments available on proportion- 
ately equal terms to competing 
buyers. 


Opens Keepsake Diamond 
Ring Drive in Fall 

A. H. Pond Company, Syracuse, 
N. Y., will launch a fall campaign 
for its Keepsake diamond rings, 
using full and half pages in Col- 
lier’s, Glamour, Life, Mademoiselle, 
Photoplay, Screenland, The Satur- 
day Evening Post and Silver Screen. 

The Keepsake certificate of regis- 
tration and guarantee will be fea- 
tured and a booklet, “Etiquette of 
the Engagement and Wedding,” will 
be offered. 


Shoes Which 
Make Men Taller 
Go National 


New York, Aug. 22.—The success 
that attended a local newspaper 
campaign sponsored by Adler Shoe 
Stores here in behalf of the “Ele- 
vator” shoe has been instrumental 
in bringing a New England manu- 
facturer into the ranks of national 
advertising for the first time. The 
newcomer is the Stone-Tarlow 
Company, Brockton, Mass. 

The Elevator line, described as 


ple 


terial . 


make? 


and more economical 


.. we analyze the weave. . 


SECOND, 
ing we do right here in the laboratories 


FOURTH, 


folders that come with the dress . 


closings, etc. 


HOW WE MAKE SURE 


Here's how Good Housekeeping Institute 
makes clothes shopping reasonable, sim- 


for you, the 


consumer. 


We make 7 


dress we receive. 


separate checks on every 


FIRST, we learn the fiber content of the ma- 


. learn 


its tensile strength. 


we check the shrinkage ... (Wash- 


of Good Housekeeping Institute .. . For 
Dry Cleaning we use regular outside Dry 
Cleaners, just as you do.) 


THIRD, we use a Fade-Ometer to measure the 
extent of the color resistance to sunlight. 


we check all labels, hang tags or 


+ 7 


it honestly meet the essential claims they 


FIFTH, we make the all-important “use test.” 
Women on the staff of Good Housekeeping 
wear the dress, putting it through the use 
for which it is intended. 


SIXTH, we examine these worn dresses to 
find out how they have stood the wear... 
Have they kept their shape? . . . How are 
the seams? .. . Did they fit comfortably ? 


SEVENTH, we analyze buttons, trimmings, 


.. Do their service qualities 


match the dress itself? 


If a fabric has a weakness, it has showed 
up by this time 


or it never will. 


YOURS FOR THE ASKING— 


An illustrated, 20-page booklet gives latest news 
about newest fabrics . . . fascinating facts about 
their history. Tells how they ore made—what to 
look for on labels. 


Write Miss Pamela Jones, c/o Good Housekeep- 
ing, 980-60 Eighth Avenue, New York City ... Tell 
her you want “Issue Number 5"... She will send 
your copy of facts on fabrics FREE and postpaid. 


Y 


rood tlotse 


RANKS FIRST IN ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES 


BECAUSE YOUR CUSTOMERS BELIEVE IN THE SEALS OF APPROVAL, AND WHAT THEY STAND FOR— 


KES DING 
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AID TO VIRILITY 


Now You Caa @ 


as Thea “'SHE"’ 


You can become caller, look more impressive, 
by simply changing your shoes! Yes, it's as easy 
as thar and the result is accomplished “con 
fdentially” — for the omtwerd appearance of 

ELEVATORS os just like chat of other smart 
fine quality shoes. The secret is the INNER 
CONSTRUCTION achiewerment that increases 
your height and also encourages better posure 

ow ttand bewer—leok bewer—feel bewer’ 


"ELEVATORS" 


The Shoes That Make Men Taller 


“shoes that make men taller,’”’ was 
first advertised in New York dailies 
by Adler in mid-April. Under the 
direction of the Raymond Levy 
Organization, Adler agency, weekly 
insertions ranging in size from 120 
to 300 lines were placed in from 
two to five newspapers. A single 
headline has keyed the entire cam- 
paign. It reads, “Now You Can Be 
Taller Than ‘She’ Is.” 
The unique aspect 
was the fact that the Adler chain 
of 20 stores carries a line of shoes 
in the $3.95 class, while the Elevator 
line for $12.50. Nevertheless, 
a surprising response to the news- 
paper copy was reported throughout 
the chain and, in addition, increased 
volume marked the less ex- 
pensive lines as well. Adler's July 
sales were 15 per cent ahead of 
July, 1939. The fall and winter 
advertising budget will be the larg- 
est in the chain’s 50-year history. 
Impressed with the manner in 
which the Adler chain’s local effort 
clicked, Stone-Tarlow Company, 
manufacturer of the Elevator line, 
will employ the same copy theme 
in magazines beginning next month 
The initial list consists of Esquire, 


of the drive 


sells 


sales 


Life and The Saturday Evening 
Post. Raymond Levy will also 
handle this campaign. 


Point of sale display material, 
direct mail pieces and mats for local 
newspaper copy will be furnished 
shoe dealers throughout the country 
as part of the Stone-Tarlow mer- 
chandising effort. <A manual 
for retailers has also been prepared 
by Mr. Levy. 
The Elevator 


sales 


shoe accomplishes 
its elongating objective by means 
of an inner construction feature 
The shoe actually lifts the weare: 
an inch and a quarter, but an addi- 
tional half-inch is promised because 
of improved posture. While in- 
tended primarily for short men, the 
shoes are said to have won even 
greater acceptance among men of 
medium height. 


AGMA Plans Convention 

The Associated Grocery Manu- 
facturers of America will hold its 
32nd annual convention Nov. 25-27 
in New York. 


+The best facilities 


in BALTIMORE 
tor LOCAL LIVE 
TALENT SHOWS 
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Texas Station 
Decides to Pay 
Cash Discount 


New York, Aug. 22.—While more 
and more small radio stations are 
becoming interesting to national 
representatives in that field, Sta- 
tion KRRV, Sherman, Tex., has 
conceived a new way of attracting 
the agency eye. The station, a 
1,000 watter, announced this week 
that henceforth it will pay a cash 
discount of 2 per cent. 

Many stations which have not en- 
joyed national representation in the 
past remedied that situation this 
week. Station WTSP, St. Peters- 
burg, Fla., appointed Radio Adver- 
tising Corporation, while KWOS, 
Jefferson City, Mo., selected Sears 
& Ayer. WCAP, Asbury Park, N. 


J., and WBRB, Red Bank, N. J., 


named Forjoe & Co., while KORN, 
Fremont, Neb., chose Cox & Tanz. 

Station WLPM, Minot, N. D., ap- 
pointed Furgason & Walker, and 


the same organization was named 
by WICA, Ashtabula, O., and 
WBNX, New York. WFBC, Green- 
ville, S. C., picked Weed & Co., 
while KARM, Fresno, Cal., which 
has been represented only on the 
Pacific Coast, entrusted Joseph 
Henry McGilvra with work else- 
where in the national field. The 
same representative added WMEX, 
Boston. Station WLW, Cincinnati, 
has named Hearst _ International 
Radio Sales West Coast representa- 
tive. 


Names Hodgdon Editor 


Lester I. Hodgdon has been 
appointed editor of “Packaging,” 
house publication of Pneumatic 
Scale Corporation, Norfolk Downs, 
Mass., maker of packaging machin- 
ery. 


Appoints Herbert Cook 
Herbert S. Cook, formerly a de- 
|partment head with Dennison Mfg 
|Co., has been appointed sales man- 
ager with Lamson & Goodnow Mfg 
Company, Shelburne Falls, Mass. 


When you think of 


VEW ORLEANS 


you think of: 


Delicious 


CREOLE COFFE 


—- 


NEW ORLEANS; 


50,000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS AFFILIATE. 


. » NATIONAL REPRESENTATIVE . . 


. THE KATZ AGENCY, INC 


Paris Blackout 
Brings New Role 
to Ray Schaeffer 


Chicago, Aug. 22.— The blackout 
of Paris as the world’s style center 
and the subsequent struggle among 
United States cities to clutch the 
falling scepter 
provided the 
background for 
|} announcement 
today by Mar- 
| shall Field & Co. 
of the appoint- 
|; ment of G. Ray 
|Schaeffer as 
manager of the 
apparel and ac- 
cessories division 
of the Merchan- 
dise Mart. 

Mr. Schaeffer, 
widely known advertising man, has 
for many years been in charge of 
publicity, advertising and promotion 
of retail stores of Marshall Field & 
Co. His selection for the new as- 
signment indicates the calibre of the 
opportunity visualized by Field's. 

Lawrence Sizer has been ap- 
pointed advertising manager of 
Field retail stores, effective Oct. 1. 
He formerly authored a daily col- 
umn in the Chicago Tribune for 
Field’s, and since has been with 
N. W. Ayer & Son. 

In his new role, Mr. Schaeffer 
will work under the direction of 
Percy Wilson, vice-president of 
Marshall Field & Co. and general 
manager of the real estate division. 

Frederick D. Corley, president of 
Field's, commented: 

“We feel strongly that Chicago 
has a great opportunity to develop 
its ready-to-wear markets and to 
achieve a much more important 
place as an apparel center. With 
curtailment of imports the whole 
industry has felt the stimulus of 
necessity and opportunity. 

“We propose to do everything in 
our power to help Chicago take ad- 
vantage of the situation. The Mer- 
chandise Mart is already a mecca 
for thousands of apparel and acces- 
sory buyers. It is our purpose to 
promote the facilities and advan- 
tages of the Mart with all possible 
vigor.” 

Mr. Schaeffer has been active in 
the market promotions of the As- 
sociation of Commerce and for sev- 
eral years was chairman of the pro- 
motion committee of the State 
Street Council. He was chairman 
of the business men’s committee 
which helped to promote the Cen- 
tury of Progress. 


G. R. Schaeffer 


Elwood J. Robinson 
Adds Two Accounts 


Mac’s Auto Polish Company, Los 
Angeles, and Bonds 17 Dog Food 
Company, Los Angeles, have ap- 


| pointed Elwood J. Robinson Agency, 


Los Angeles, to handle their adver- 
tising. The auto polish program 
will use radio, motorist magazines 
and commercial films. A newspaper 
and radio campaign in the Pacific 
Coast market is planned for the dog 
food. 

Randolph F. Smith has joined the 
copy staff of the Robinson agency. 


Remington Rand Requires 
Employes Be Citizens 


All of the 16,000 employes of 
Remington Rand, Inc., in the United 
States are being required to show 
citizenship papers. 

Employes who volunteer or are 
conscripted for military training 
will be assured of jobs, they will 
not lose their continuity of service 
and their life insurance will be con- 
tinued. 


Little Joins McCann 

Robert A. Little, executive secre- 
tary of the Authorized Ford Dealers 
Association of Chicago, has joined 
McCann-Erickson, Inc. He has been 
succeeded as secretary by his as- 
sistant, Mrs. Clara Solon 


Simpson-Reilly Adds Kalen 


Simpson-Reilly, Ltd., San Fran- 
cisco, West Coast representative of 
ADVERTISING AGE and other publica- 
tions, has added Charles Kalen to 
the Los Angeles staff to work under 
Nick Loundagin. 


—e 


HOTPOINT CAPITALIZES BURNING ISSUE 
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Edison Runs “Coal Burning Week” 
. Tested in Muncie 
Own Candidate The coal industry and coal-burn- 
. ing equipment makers are cooper- 
for President ating in a “Coal Burning Week”’ in 
Bac sac . ‘ |Muncie, Ind., probably in Septem- 
Chicago, Aug. 22.—Edison Gen- ber, as a test program for late 
eral Electric Appliance Company ‘application in other cities. 
has a Presidential candidate which Window displays of products 
it believes will win by a landslide made from coal, newspaper adver- 
this fall. It is a new President |tising, exhibits of equipment, radio 
range, sponsored by George A, | announcements and individual pub- 
Hughes, president of the company, —— ae may « _— - coe: be 
shose personal message appears on chants, range an space heate! 
pocorn — “ees dealers, furnace and stoker dealers 
all promotion material. The new are scheduled. 
product is priced at $129.95, a 
bracket which has accounted for 
over 35 per cent of the industry’s NBC Adds Two 
electric range sales, and is supported Two Tennessee stations, WOPI, 
by a special “President” finance Bristol, and WKPT, Kingsport, have 


‘plan. become affiliated with the South- 


— = oon en eastern group of the Nationa! 
Ward Schafer, | a of the Broadcasting Company. Both will 
electric range division, said this 


: {be bonus outlets, available to ad- 
platform will be presented to home- | yertisers on Station WFBC, Green- 


makers in advertising: ville, S.C. NBC outlets now num- 
1. Private initiative in planning | ber 198. 

meals. — 
2. Social security for homemak- L 

a eaves Scott & Bowne 


3. Economy in the household Brown Bolte, director of sales of 
budget the Scott & Bowne Vitamin Cor- 
4. No entanglements in meal poration, has resigned to become 


vice-president and advertising di- 
,rector of G. R. Taylor and Company, 
5. Personal liberty in the /Inc., Irvington, N. J., national dis- 
kitchen. tributor of motion picture adver- 
6. Lower taxation of family in- | tising. Mr. Bolte’s headquarters 
come. will be New York. 


7. Adequate defense against 


= iaanaainees for unexpected MAILING SERVICE 


guests. 

Every dealer is being provided 
with a kit which will enable him to 
stage his own Presidential cam- 
paign. 


preparation. 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St Wabash 8655 
CHICAGO 


Reach the Leaders 


No advertising campaign in the fat 
farm women’s field is complete wit 
reaching 


County Extension Agents anc 
Community Vocationa! 
Teachers and Advisors (mer 
and women) 

leaders blanket the 
rural feld in both agriculture and 


These key 


' ccomonncs 
\. d Stores Karmers constantly ask — the 
Aluminun of America . ° . 
American Cyanamid C CCA about the products of the manutact 
American Dry Milk Asst 
American T. & T. Co MARIO el] these group leaders about 
rn nal 1 
eenge yg 490 product through 
The Borden Comy ' 
Deere and ¢ 6 cil 
a AGRICULTURAL LEADERS’ DIG: 
Ethvl ¢ ‘ 
ae Selon The Blue Book of Agriculture and Home Econ 
= . eS “— 139 N. Clark St.. Chicago 
Mestestien Genco ¢ Established 1919 
Sears Roebu , Representatives: y 
r Sewing ae hi ine C Dwight H. Early, Chicago; Fred M. Van Gieson. » 


lol Codiage of LEADERS in the DIGEST 
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HOW FARMER SPENDS MACHINERY DOLLAR 
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BBDO Again First 
in Placement in 
Business Press 


Chicago, Aug. 22.—Batten, Bar- 
Durstine & Osborn maintained 
ts traditional position as the agency 
placing most space in_ business 
papers in 1939, according to a sur- 
ey conducted by Industrial Mar- 
BBDO placed 8,380 pages 
n the business press in 1939, com- 
with 8,154 pages in 1938. 
Thomas, which was third 
vith 4,023 pages, increased 
to 4,431 in 1939, to take 


ton, 


Keting 


pared 
Lord & 
n 1938 


placement 


econd position. 
Industrial Marketing secured its 
figures direct from agencies, 495 


participating in its tabulation. These 
iencies placed 154,045.5 pages in 
business papers in 1939. The 453 
which reported for two 
placed 148,643.5 pages in 1939, 
ompared with 135,044 in 1938, for 
gain of 10.07 per cent. Industrial 
Marketing deduced that the agency 
s becoming a more important fac- 
lor in business paper advertising 
than in the past, since leading pub- 
ications reported a gain of only 
22 per cent in 1939. 


Other Agency Leaders 
Fuller & Smith & Ross ranked 
third in the 1939 tabulation, plac- 
ng 4,388 pages. J. Walter Thomp- 
on Company retained fourth place 


gencies 


veal 


vith 3,801 pages. Other agencies 

hich placed 1,000 or more pages 

n 1939: 

G. M. Basford Company, 3,665 

iges; Buchen Company, 3,557 

‘ampbell-Ewald Company, 3,367 
» 


1 


Murray Breese Associates, 940; 
Evans Associates, 1,966; Rickard & 

1,923; Arthur Kudner, Inc., 
701; Griswold - Eshleman Com- 
iny 1,691: Aubrey, Moore & 


ee 


( 


ADVERTISING SALESMAN 
for established Youth Monthly of unusual 


Wallace, 1,602; Reincke-Ellis- 
Younggreen & Finn, 1,601; Hazard 
Advertising Corporation, 1,528; 
Aitkin-Kynett Company, 
Russell T. Gray, Inc., 1,496; Horton- 
Noyes Company, 1,491. 

D’Arcy Advertising Company, 
1,488; MacLaren Advertising Com- 


pany, 1,395; Ketchum, MacLeod & 
Grove, 1,329; Marschalk & Pratt, 
1.294; Gardner Advertising Com- 
pany, 1,260; United States Adver- 
tising Corporation, 1,242; Geare- 
Marston, Inc., 1,207; McCarty 
Company, 1,148; Henri, Hurst & 
McDonald, 1,101; Buchanan & Co., 
1071; Walker & Downing, 1,070; 


Kenyon & Eckhardt, 1,044. 
Big Successes Achieved 


Though Hutchins Advertising 
Company failed to reach the 1,000 
mark, it made a sensational increase 
from 601 to 973 pages, hurdling 
from 54th to 3lst place. Suther- 
land-Abbott, which placed only 769 
pages in business papers in 1938, in- 


creased the number to 957 in 1939. 
MacManus, John & Adams jumped 
from 732 to 905, Western Adver- 


tising Agency from 800 to 886, and 
J. Stirling Getchell from 653 to 857. 
Calkins & Holden more than 
doubled business paper placement, 
with 363 pages in 1938, and 763 in 
1939. Critchfield & Co. also made 
a solid increase from 474 to 660. 


Beck to Colgate 

W. Emerson Beck, public rela- 
tions director at Midland College, 
Fremont, Neb., has accepted a sim- 
ilar position at Colgate University, 
Hamilton, N. Y. 


Brownfield to CBS 

Lloyd Brownfield, formerly 
sistant to movie commentator Jim- 
mie Fidler for five years, has joined 
the CBS publicity staff in Holly- 
wood. 


as- 


Keck Joins Gittins 

Pete Keck, formerly with B. J 
Paulson & Associates, Milwaukee 
agency, has joined Bert S. Gittins, 
Advertising, Milwaukee, as. an 
iccount executive. 


merit Real opportunity for able man 
Deb a oe anh '| Hinman Buys Paper 
> John A. Hinman, manager of the 
~~ New York office of the Texas Daily 
mmedia 1 the Press League, Inc., for 12 years, 
. . . has bought the Pleasantville Press 
Nrite afi ter Z Tt K 4 and Ventnor News, Pleasantville, 
aa Philad ¥ N. J., weekly. 
eee 


NEW PROSPECTS may be 
found in NEW MAILING LISTS 


tor sdditional lines of business or trade outlets for YOUR goods or services, 
msult our 1940 Mailing List catalog. Over 6000 classifications, with approx- 
Mate counts, to choose from. Will gladly assist in making selections, give 
‘tal counts for a group of states, and tell you how we can serve you in 
ways, from making plans, writing copy, printing letterheads and fold- 
* ‘0 doing your multigraphing, addressing and mailing 
hine required for an effective, quick job of sales promotion. Daily capacity, 


man 
rs, 


000 pieces of mail. 


No job too small—or too large. 
‘hat do you wish to have done? 


Wh : 
TRADE CIRCULAR ADVERTISING CO. 


27 Senth Market Street 


em. AA. 


in fact, every- 


TH. 


Chicaco 


1,515; 


Preliminaries 
Are Completed 
by Transitads 


New Transportation Ad- 
vertising Company An- 
nounces Plans 


Chicago, Aug. 22. National 
Transitads, Ine., announced the 
opening of executive offices this 
week in the Squibb bldg., New 
York, and Wrigley bldg., Chi- 
cago. Officials stated that the new 


company can offer car card space 
on over 80 per cent of the adver- 
tising circulation of the nation’s 
street cars, subways, motor coaches, 
elevated and suburban trains. 

In the last 30 days the new com- 
pany has set up branch offices in 
more than 40 key cities, has made 
transit leases and selling agreements 
covering almost every center of 
proved transit circulation, and has 
signed over a million dollars worth 
of national advertising. Transitads 
will handle all national advertising 
accounts through recognized agen- 


ei ' 

f lad 
cies, allowing the full, standard 
agency commission. 


This policy is based on the belief 
that agency prepared copy will tend 
to improve the general tone of 


transit advertising and thus _ in- 
crease the inherent value of this 
medium to both national and local 


advertisers. To comply with agency 
requirements, the new company has 
established rate schedules based 
upon official reports to be made by 
the transit companies at regular in- 


tervals, showing their daily rider 
circulation. 
In addition to executive and na- 


tional sales offices, the company is 
operating local offices in a large 
number of important cities for the 


local selling and servicing of the 
transit-car medium. These cities 


include New York, Chicago, Buffalo, 
Pittsburgh, Cincinnati, Atlanta, 
Washington, Birmingham, Houston, 
Kansas City and many others. These 
offices will handle local operations 
in all sizable where transit 
advertising facilities are organized. 


of Board 


The board of directors of National 
Transitads, Inc., consists of its presi- 
dent, George FE. Frazer, widely 
known business counsellor and sales 
consultant; Walter Draper, presi- 
dent, Cincinnati Traction Company, 
and Frank Ellis, vice-president in 


cities 


Personnel 


charge of sales of the Wm. Wrigley 


Jr. Company, who represents the 
viewpoint and interests of the na- 
tional advertiser, 

Mr. Frazer commented: “While 


Transitads is 
support of 


getting the vigorous 
a number of large na- 


tional advertisers, the company is 
completely owned by its own of- 
ficers. It is a new company not 


connected directly or indirectly 
with any other car card advertising 
company, any advertiser or any 
transit company so far as_ stock 
ownership of the company is con- 
cerned While the Wrigley Com- 
pany itself is giving every support 
to this new organization, it has no 
ownership interest in Transitads, 
Inc. The interest of the Wrigley 
Company, like that of several other 
national advertisers, centers in its 
desire to support and help stabilize 
in every way possible, an adver- 
tising medium which they have con- 
sistently used with great 
over a long period of years.” 
The executive staff of the new 
company includes such well known 
men as Stanley M. Fewster, S. C 
Collier, and Paul E. Wilson. The 
company has engaged the services 
of over 30 men who are experi- 


success 


enced in selling the transit adver- 
tising medium and in servicing 
advertising agencies. 


YOU CAN'T MISS...IN PROVIDENCE! 


REPRESENTATIVES: Chas 


ROVIDENCE is the heart of the most industrialized — 


the least agricultural — of all States! Hence, the National 


preparedness program finds this market especially vulnerable to 


advertisers who press their advantage now. Increases in employ- 


ment and payrolls over 1939 have encouraged spending. Sharper 


interest in news has endowed your weapon with magic! 


Secrybedy seads Ge PROVIDENGE UOURMAL-BULLETIK 


ye Uw Exqlands Scvond Largest Wackd! 


H. Eddy Co., Inc. e New York ¢ Chicago « Boston e Atlanta ¢ R.J. Lidwell Co. «San Francisco « Los Angelee 
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Earnings of 
Advertisers 


Procter & Gamble Co. 

Net income for the year ending 
June 30 was $28,628,493, compared 
with $24,111,306 for the preceding 
year. 


Pure Oil Co. 

Estimated net income for six 
months ending June 30 was $4,700,- 
000, compared with $2,433,456 for 
the same period a year ago. 
Standard Brands, Inc. 

Net income for 12 months ending 
June 30 was $8,562,938, compared 
with $7,984,240 for the preceding 
year. 


Standard Oil (Calif.) 

Net income for six months end- 
ing June 30 was $10,369,495, com- 
pared with $7,117,604 for the same | 
period a year ago. 


Union Oil of California 

Net income for six months 
ing June 30 was $2,014,380, 
pared with $2,651,144 for the 
period a year ago. 


end- 
com- 
same 


Westinghouse 

Net income for 12 months ending 
June 30 was $17,352,590, compared 
with $10,890,958 for the preceding 
year. 


American Airlines, Inc. 

Net income for six months end- 
ing June 30 was $887,406, compared 
with $414,197 for the same period a 
year ago. 


Borg-Wamer Corp. 

Net income for six months end- 
ing June 30 was $2,830,983, com- | 
pared with $2,416,050 for the same | 
period a year ago. 


Chicago Mail Order Co. 

Net income for six months end- 
ing June 29 was $102,924, compared 
with a net loss of $97,942 for the 
same period a year ago. 


Holland Furnace Co. 

Net income for 12 months ending 
June 30 was $1,582,625, compared 
with $1,245,960 for the preceding | 
year. 


Keith-Albee-Orpheum Corp. 

Net income for 52 weeks ending 
June 29 was $877,780, compared | 
with $1,134,710 for the preceding 
52 weeks. 


Marshall Field & Co. 

Net income for 12 months ending 
June 30 was $5,176,425, compared 
with $3,924,072 for the preceding 
year. 


National Lead Co. 

Net income for six months end- 
ing June 30 was $3,119,810, com- | 
pared with $3,017,957 for the same 
period a year ago. 


Stewart-Warner Corp. 
Net income for six months end- | 

ing June 30 was $677,245, compared 

with $200,261 for the same period 

a year ago. 

Ruud Mfg. Co. 


Indicated net income for = six 
months ending June 30 was $144,- 


PHILADELPHIA 


Visit its many historic shrines, 


shop in its famous stores— 
and live in the atmosphere of 
its traditional hospitality at the 
Bellevue. Reasonable prices. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, Genero! Manager 
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AIR-CONDITIONE 


indicated net 
for the 


862, compared with 
earnings of $65,757 
period a year ago. 
United Aircraft Corp. 

Net income for six months end- 
ing June 30 was $6,228,106, com- 
pared with $3,678,689 for the same 
period a year ago. 


U. S. Steel Corp. 

Net income for six months end- 
ing June 30 was $36,315,003, com- 
pared with $1,970,311 for the same 
period a year ago. 

Ohio Oil Company 

Estimated net profit for the quar- 
ter ended March 31 was $2,292,294, 
indicating an approximate net profit 


for the first six months of the year | 


of $4,600,000, compared with a net 


ADVERTISING AGE 


loss of $142,559 for the correspond- 


same |ing period a year ago. 


Webster Eisenlohr, Inc. 


Net income for six months ending 
June 30 was $27,399, compared with 
a net loss of $91,061 for the same 
period a year ago. 


'Blaw-Knox Co. 


Net income for 


six months end- 


ing June 30 was $602,717, compared 
with $211,086 for the same period 
la year ago. 


Postal Telegraph 


Net income for five months end- 


‘ing May 31 was $1,119,920. 
Carrier Corp. 


Net income for six months ending 


| June 


30 


was 


$278,698, 


compared 


with $147,642 for the same period 
a year ago. 


Crosley Corp. 

Net income for six months ending 
June 30 was $96,661, compared with 
$402,057 for the same period a year 
ago. 


General Mills, Inc. 

Net income for the year ending 
May 31 was $5,639,274, compared 
with $6,451,226 for the preceding 
year. 

Aubum Automobile 

Net loss for five months ending 
April 30 was $86,588. 

Phillips Petroleum Co. 


Net income for six months end- 
ing June 30 was $6,378,198, com- 


August 26, 


~e — 


pared with $3,774,069 for the san, 


period a year ago. 


Addressograph-Multigraph Corp. 


Net income for six months endi; g 


June 30 was $497,218, 
with $429,490 for 
a year ago. 


comp: 
the same px 


Abbott Laboratories 


Net income for 12 months end 


June 30 was $2,166,205, comp: 
with $1,804,862 for the preced), 
year. 


Willys-Overland Motors 
Net loss for nine months end 
June 30 was $463,344, compa 


} 
1 


1 


~ 


with a net loss of $1,147,675 for th. 


same period a year ago. 
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Magnifying Glass 
New Adjunct to 
Berkshire Hosiery 


Reading, Pa., Aug. 22.—Berkshire 
Knitting Mills has adopted a pack- 
age which is a reproduction of 51- 
gauge fabric and is distributing a 
display card to which is attached a 
magnifying glass, permitting the 
consumer to study the design and 
thus satisfy herself that the hosiery 
nside possesses the desired wearing 
qualities. 

The original Berkshire girl, who 
has appeared both in advertising 
and on packages since 1925, appears 
in a modernized version on the new 
container, which holds three pairs 


—_ 


of stockings. The original designer 


was the late Coles Phillips. 

The new Berkshire box was cre- 
ated by Arthur S. Allen, who 
worked for harmonious relationship 
between the package, its contents 
and its ultimate retail setting. 

The brown and black box is re- 
produced on the new display card, 
which is printed in reverse On a 
blue background. It urges the shop- 
per to “Look through the magnify- 
ing glass” at the reproduction of the 
box. A message on the back of the 
card tells retailers how the magni- 
fying glass is to be used and ex- 
plains, “This is an exact repro- 
duction of Berkshire’s 5l-gauge 


“Prairie Farmer” to Mark 
100th Birthday 

Prairie Farmer will celebrate its 
centenary with a _ historical issue 
Jan. 11, 1941. 


Three Appoint A&R 


Alley & Richards, Boston, an- 
nounces the addition to its list of 
advertising accounts of Hockanum 
Mills Company, Inc.; Josiah Wedg- 
wood Sons, Inc., and R. C. Williams 
& Co., Inc., representing the Royal 
Scarlet Stores. 


Offers “Safety” Page 
Sidener and Van Riper, Inc., 
Indianapolis, is offering newspapers 


la “safety” page for Labor Day 


showing 51 loops to each 1% inches | motorists. Space is left at the bot- 


of stocking fabric.” 


|tom for names of sponsors 


‘Mead Sales Appoints 


Gray and Rogers 

Mead Sales Company, New York, 
has appointed Gray & Rogers, Phila- 
delphia, formerly Jerome B. Gray 
& Company, to handle advertising 
for Mill brand papers and the prod- 
ucts of its fine paper division. 

Business papers in the graphic 
arts field will be used and a quar- 
terly paper demonstrator will be 
published. 


DMAA Invites Suppliers 

Suppliers of direct mail material 
are being invited by the Direct Mail 
Advertising Association to exhibit 
their wares free of charge at the 
23rd annual convention at Chal- 
fonte-Haddon Hall, Atlantic City, 
N. J., Oct. 2-4. This step marks a 
new policy. 


INDUSTRIAL MARKETING 


“Congratulations on your 25th anniver- 
sary!” writes Geo. O. Hays, business 
manager of Steel. 


. 


Your 25 years of 


HAS BEEN CONSISTENT” 


America in the use of INDUSTRIAL 
MARKETING which has resulted in 


INDUSTRIAL MARKETING 


Coming 
Conventions 


Sept. 8-10. Annual convention, 
Insurance Advertising Conference, 


|Chalfonte-Haddon Hall, Atlantic 
City. 
| Sept. 8-11. Annual convention, 


|Mail Advertising Service Associa- 
tion International, Stevens Hotel, 
Chicago. 


Sept. 9-13. Sixth annual Atlantic 
Coast Premium Exposition, Hotel 
“Astor, New York. 

Sept. 13-14. Annual convention, 
Associated Coffee Industries of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 18-20. Annual convention, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Detroit. 


service through INDUSTRIAL MAR- 
KETING deserves high applause, and 
is entitled to full cooperation. . . . Our 
advertising in your publication has been 
consistent.” 


To Mr. Hays we express our sincere 
thanks for this “high applause.” Coming, 
us it does, from the business manager of 
« publication which has rendered out- 
standing service in its field since 1882, 
it is doubly gratifying. Equally gratify- 
ing is the “consistency” with which 
Steel's advertising has appeared — in 
INDUSTRIAL MARKETING 


through the years. 


It is this same consistency on the part of 


other leading business publishers — of 


a 


E ; e i | ; ®, 
; ide © OIG ST,, CHICAGO 
ES AN ERANCISCO 


; . ’ t &. ‘ 


Lis ANG}! LES 


long carrying more business paper ad- 
vertising than any other advertising pub- 
lication a consistency based on the 
proven value of maintaining their sales 
stories in the medium in which industrial 
advertisers expect to find it. 


INDUSTRIAL MARKETING is the 
accepted and preferred source of market- 
ing ideas, plans, methods and_ policies 
among manufacturers of business and 
industrial machinery, materials and sup- 
plies. It is the only publication that has 
concentrated its whole effort in this field. 


That is why advertisers find it profit- 
able consistently to tie their promotion to 


INDUSTRIAL MARKETING! 


™ p Ps ai ow _ _. ——— <n “ j a 
MA 22% Fit ts | 
430 W, 42n4. ST. NEW YORE 
ATLANTA = 


Sept. 22-25. Annual meeting, 


| Super Market Institute, Kansas City, 
| Mo. 


Sept. 23-25. Annual meeting, 
National Association of Retail Drug- 
gists, Pennsylvania Hotel, New 
York. 

Sept. 24-25. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 

Sept. 26-28. Annual meeting, 
National Association of  Photo- 
Lithographers, Palmer House, Chi- 
cago. 

Sept. 27-28. Fall meeting, Inter- 
state Advertising Managers’ As- 
sociation, Reading, Pa. 

Sept. 29-Oct. 2. Annual conven- 
tion and specialty fair, Advertising 
Specialty National Association, 
Stevens Hotel, Chicago. 

Oct. 2-4. Annual convention, Di- 
rect Mail Advertising Association, 
Chalfonte-Haddon Hall, Atlantic 
City. 

Oct. 7-8. Boston Conference on 
Distribution, Hotel Statler. 


Oct. 14-15. Semi-annual meet- 
jing, Newspaper Advertising Execu- 
tives Association, Blackstone Hote}, 
Chicago. 

Oct. 14-16. Annual meeting, Life 
| Advertisers Association, Hotel 
Washington, Washington, D. C. 


Oct. 15-16. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 17-18. Annual meeting, 
Audit Bureau of Circulations, Stev- 
ens Hotel, Chicago. 

Oct. 24-25. Sixth annual conven- 
tion, Pacific Council, American As- 
sociation of Advertising Agencies, 
Del Monte, Cal. 

Oct. 23-26. Annual meeting, As- 
sociation of National Advertisers, 
The Greenbriar, White Sulphu: 
Springs, W. Va. 

Oct. 24-25. Annual meeting, Pa- 
cific Council, American Association 
of Advertising Agents, Del Monte, 
Cal. 

Oct. 28-30. Annual meeting, Life 
Insurance Sales Research Bureau, 
Edgewater Beach Hotel, Chicago. 

Oct. 28-30. Annual meeting, Na- 
tional Association of Independent 
Tire Dealers, Stevens Hotel, Chi- 
cago 

Oct. 28-30. Annual convention, 
Financial Advertisers Association, 
The Homestead, Hot Springs, Va. 


WRITE NOW 


—or Pin Coupon Below to Your 
Letterhead for your FREE copy 
of the NEW, Sales-Promoting 


MID-STATES 
LABEL DESIGN 
SEE-LEC-TOR 


12 “Eye-catching” Pages 

24 Stimulating Label designs 
864 possible combinations 
No obligation. 


FILL IN—TEAR OFF —AND MAIL 
ee ee ee 
M 


ID-STATES GUMMED PAPER CO. 
2518 South Damen Avenue — Chicago ' 
Send FREE co of the Sales-Boosting Mid 
States LABEL Bksion SEE-LEC-TOR. i 
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ADVERTISING AGE 


August 26, 1949 


(A column oof advertising comment of 
iptervest to manufacturers of nationally 
advertised food products and their 


HOICHOCIER 


PS does not refer to the fact 
* @ that The Topeka Daily Cap 


ital tas the largest circulation of any 
rewspaper in cities under 80,000. It 
does not have any reference to fact 
that The Capital enjoys 87.6°7 of all na 
tional tood advertising in ‘Topeka pa 
pers. Nor does it refer to the long list 
of national advertisers who use The 
Capital exclusively to reach the rich 
lopeka market with its 21) Drive in 
Counties 


stands for lus Service rendered adver 
tisers of nationally advertised foul 
products who regularly use The Topeka 
Daily Capital, it represents a successful 
Food Cooperation Plan that has helped 
create unprecedented sales gains for 
many nationally advertised foods fea 
tured in) Topeka’s leading newspapers 
In short, PP S. has built up sales of 
nationally advertised foods to a remark 
thle degre 


P.S. 


isa proved booster plan which embraces 
the use of display advertisements twice 
1 week -for the purpose of emphasizing 
the wisdom of purchasing the nationally 
advertised food products currently fea 
tured in The Topeka Daily Capital. Yo 
back up these display messages, Thr 
Capital sponsors The Daily Capital Food 
Review over WIBW every Saturday. 
featuring national brands advertised in 
The Capital 


does wonders in the promotion of ni: 
tionally advertised food products. As 
one of the many beneticiaries of Thy 
Capital's Food Cooperation Plan, the 


National 


Biscuit Co.—one of many 
‘ relusive 


national advertisers in To 
peka’s first newspaper —reports gratify 
ing sales gains for Ritz Crackers, Pre 
mium Crackers, and Uneeda Graham 
Crackers tn the profitable £101,.966.000 
Greater Topeka market. 


P y \s «a morning paper, Th: 
a. @ Topeka Daily Capital 


reaches nearly 50,000 responsive families 
with time to read about what to buy 
That's one reason why The Capital en 
joys 87.6°) of all national food adver 
tising in Topeka papers 


Che Copeka 
Daily Capital 


INFLUENCING THE BUYING HABITS 
OF 200,000 KANSANS 


c 
sD 
A J 


Getting Personal 


Among the Chrysler sales division executives who played host 
to district managers at a three-day meeting followed by a two-day 
Great Lakes cruise were Charles L. Jacobson, v.p.; Arthur E. Tongue, 
director of advertising; and Earl B. Wilson, sales director. . . 

E. D. DeWitt, onetime bus. mgr. 
of the old N. Y. Herald, who is 
still active as owner of the Daily 
Record of Long Beach, N. J. 
leaves no doubts as to his poli- 
tics. He owns a private lake in 
Jersey, and at the entrance to his 
260-acre estate he has posted a 
sign which reads: ‘“‘Public Notice 

Only Bathers Who Will Pledge 
Themselves to Vote for Willkie 
Will Be Allowed to Swim in Lake 
Eleanor. Register at the Big Farm 
House.”” Some are asking why he 
hasn’t changed the name of the 
lake. ‘ 

Martin J. Beirn, v.p. and gen’! 
mgr., American Radiator 
and Standard Sanitary Corp., gave 
away daughter Margaret in mar- 
riage last week. . 

Young & Rubicam is getting 
along without the services of 
Anthony Hyde these days. He is 
serving as a member of the blue 
ribbon jury trying George Scalise, 
the former building employes’ 
union head who is charged with 
Bradford C. Warner, of the Detroit 'ifling the union’s till of over $60,- 
office of "Fortune (left) meets up (or 00 by padding expense’ ac- 
down) with Capt. F. H. Harvey, auto counts. . . 
advertising manager, Detroit News, at Major John A. Holman, gen’! 
the Buick press preview in Flint. Warner, ngy., Station KDKA, Pittsburgh, 
six feet, six inches, tells the Cap a tall j. participating in the army man- 

—_ euvers at Ogdensburg He is on 
the staff of Major F. R. Lyons, 
handling public relations in general and radio in particular. 

O. J. Elder, adv. dir., Macfadden Publications, is spending his 
month’s vacation at Del Monte, Cal. .. Bertram Lebhar, s.m., Station 
WHN, New York, led the foursome which won the masters’ team-of- 
four championship in the American Contract Bridge League tourna- 
ment at Asbury Park, N. J 

The Texas pilot whose exploits for the British RAF made front- 
page news recently is a brother of Robert Donahue, program director 
of Station WLLH, Lowell, Mass. The connection between the two 
came out as the result of an MBS press release reporting that a sched- 
uled broadcast from London on which the Texas pilot was to be heard 
had been called off because he had been shot down. The information 
from London contained neither the flyer’s name nor the extent of 
his injuries. Since WLLH is an MBS outlet, the press announcement 
reached Bob Donahue, who learned that his brother is in a hospital 
at Kent and may soon be available for the broadcast. . . 

A new junior product has 
been added to the Gerber line. 
The addition is Daniel Frank, Jr., 
11’ Ib. son of Dan Gerber, v.p 
and a.m., Gerber Products Com- 
pany, Fremont, Mich. Until last 
week when the offspring arrived, 
Dan was on his way to matching 
Eddie Cantor's tive daughters 
Dan has four... Edmund Belfour 
Bossart, a.m., Bailey Meter Com- 
pany, and Howard Meermans, 
president of the Meermans agency 
in Cleveland, will teach new 
courses in advertising at Cleve- 
land College this fall 

Capt. William A. Brewer, 0! 
Brewer-Weeks Company, San 
Francisco, has returned to the 
comparative tranquility of agency 
life after serving as adjutant at 
the Business Men’s Training Camp 
at Camp Ord, Cal. Gene Hoff- 
man, a.m., American President 
Lines, San Francisco, has been 
dashing back and forth between 
Pacific and Atlantic seaboards fo1 
launching of new ships which will 


EXTREMES IN SELLING 


sales 


KUDNER TESTS FIREBALL 


Arthur Kudner, Buick agent, shows A. H. 
Belfie, director of merchandising of the 
Buick division of General Motors, how 
cut round the world schedules by one of the new "Fireball 8" neckties will 


three days 


look on him. The ties, named for the 


Joseph Bloom, president of "e¥ engine, were distributed at a field 
Forjoe & Co., radio rep, New organization meeting in Flint. 
York, is honeymooning with 


Paceli Diamond, concert and opera soprano. James J. Higgins, 
Detroit manager for John H. Perry Associates, emerged from the auto 
previews with a gratis copy of “Best Buick Yet.” . . 

Knox Armstrong, advertising director, Victor Adding Machine 
Company, Chicago, will direct a fall course in salesmanship for Cen- 
tral YMCA College Among trustees of New England Town Hall, 
Inc., sponsor of weekly public forums in Boston, are William L. Stod- 
dard, public relations expert, and Charles J. O'Malley, president, 
O'Malley Advertising & Selling Company. 

Orpha M. O'Rourke, a.m., Gloudemans & Gage department store, 
Appleton, Wis., has abandoned the dubious blessings of single life. 
wedding A. G. Coenen. Jack Beauvais, of the promotion depart- 
ment of Station WEEI, Boston, is so devoted to the family Siamese 
that he took the feline along on his Canadian vacation. 

Lee Turley, a.m., Nekkosa-Edwards Paper Company, Port Ed- 
wards, Wis., is the promoter of a “play if you work” program which 
has already attracted 135 youngsters between the ages of 9 and 18. . 
The mountains near Flagstaff, Ariz., are the vacation hideout of five 
executives of WLS-Prairie Farmer, Chicago, and KOY, Phoenix. The 
list includes Burridge D. Butler president; Glenn Snyder, v.p., 
WLS; Fred Palmer, KOY manager; Fred Orlemann, b.m.. Prairie 
Farmer, and Roy Lynnes, b.m., Poultry Supply Dealer. . . 


1,500 Newspapers 
to Introduce 
Low Price Nash 


Detroit, Aug. 22.—As Nash Mo- 
tors division of Nash-Kelvinator 
Corporation fell into line in the 
preview parade today, George W. 
Mason, president, heralded ‘the 
biggest exploitation program ever 
undertaken by the company, with 
newspapers bearing the chief re- 
sponsibility.” 

Meanwhile, Forest H. Akers, vice- 
president and director of sales, 
Dodge division, Chrysler Corpora- 
tion, said history will be made by 
a new fluid drive which has been 
eight years in the making. Dodge 
has improved this coupling to the 
point where drivers may abandon 
shifting whenever they wish. Fluid 
drive will be Dodge’s big 1941 talk- 
ing point. 

W. A. Blees, general sales man- 
ager for Nash, said newspaper 
|}appropriations have been increased 
58 per cent. About 1,500 dailies 
have been scheduled for introduc- 
| tion of Nash’s new low price car. 

The new offering, unveiled to the 
press today, was found to be 194 
inches in length, with seats nearly 
five feet wide. Bodies are of the 
popular torpedo type. Mr. Blees 
said it has done better than 30 miles 
on a gallon of fuel, but that Nash 
will advertise “between 25 and 30 
miles.” 


Publisher Tells 
Effect of War 
on Advertising 


Chicago, Aug. 22.—J. Gordon 
Harrell, former editor and publisher 
of the China Daily Herald, who is 
now lecturing in this country on 
conditions in the Far East, said 
today that most of the advertising 
and publishing business in Shanghai 
and other East China cities has dis- 
appeared as the result of the war. 

“Where there were formerly more 
than 200 newspapers, magazines and 
trade publications in Shanghai,” he 
said, “there are now only four. 
Most of the foreign language publi- 
cations, such as ours, suspended 
because of the difficulties of pub- 
lishing after the destruction § of 
Shanghai, which was reduced from 
a city of 3,000,000 to one of less 
than 600,000. 

“While some of the native Chi- 
nese papers moved to the interior, 
those operated by foreigners were 
largely eliminated. None of the 
several prosperous advertising agen- 
cies formerly operating in Shanghai 
is now in business. The number of 
radio stations was reduced from 
more than 30 to four.” 

Mr. Harrell, who is lecturing on 
the move of 90,000,000 Chinese from 
the Eastern part of the country to 
the interior, describes it as one of 
the great hegiras of history. His 
address in Chicago is 6209 Green- 
wood avenue 


KH] to Increase 
Its Night Power 


| KHJ, Los Angeles, key station of 
the Mutual Don Lee Broadcasting 
System in the West, has received 
permission from the Federal Com- 
munications Commission to increase 
night signal power from 1,000 to 
5,000 watts. As a result KHJ will 
construct a new transmitter on a 
13-acre tract in West Los Angeles 
with two 300-foot steel towers and 
a modern transmitter building to 
house an 18-hour-a-day staff 

The present towers atop the Don 
Lee bldg. at 1076 W. Seventh street 
will be used for short wave work 


Advances Krieger 

Henry E. Krieger has been elected 
secretary-treasurer of Erwin, Wasey 
& Co. of the Pacific Coast, adver- 
tising agency with headquarters in 
San Francisco, succeeding the late 
Fred H. Lynch. Mr. Krieger has 
been with the company for 15 years 


—<< 


JOINS ART STUDIO 


E. Willis Jones 


E. Willis Jones 
to Be Partner in 
Kling-Associates 


Chicago, Aug 22.—Kling & As- 
sociates, large Chicago art studi 
announces that as of Sept. Ist. EF 
Willis Jones, now head of his own 
art directing service, will join th 
Kling organization as vice-president 
and partner. 

Before entering business for him- 
self three years ago, Mr. Jones spent 
twelve years as art director of 
Needham, Louis and Brorby | 
Chicago agency. In addition to hi 
work with creative ideas in adver- 
tising layout and typography, Mi: 
Jones has also devoted considerabl 
time to package design, and is the 
recipient of four firsts in the annua 
Wolf Awards and one in the All 
America Package Competitions. H: 
also has the unique distinction of 
being the only Chicago designe 
ever to win the coveted Bok-Har- 
vard Award in Typography (1930 

Mr. Jones has been an active fig- 
ure in Chicago art circles for man 
years. He played a prominent part 
in the formation of the Art Direc 
tors’ Club, and subsequently served 
as president for two terms. His 
other organization activities includ 
two terms as a director of the S 
city of Typographic Arts and 
now in his second year as presid 
of Art Center, Chicago, whose 
mation he sponsored in an end 
to bring Chicago to the fore ; 
art and advertising center. 


Becker to Art Gravure 
Gerhard Becker has resigned @ 
general manager of the Collegiat 
Digest, Minneapolis, to handle sal 
promotion for Art Gravure Cor- 
poration of Ohio, Cleveland 
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“ECONOMY IN) MARKE! 
RESEARCH’ —a 21 page book- 
let—is yours for the asking. 


R&S complete facilities and 
long experience meet the 
exacting demands of agen 
cies, publishers and market 
ing analysts requiring de 
pendable research tabulating 


RECORDING & STATISTICAL CORT. 
102 Maiden Lane, New York, ™. Y- 
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‘JOHN A. CAIRNS 
& COMPANY 
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FRED ALLEN, BOSS 


Lugubrious radio comedian poses with | 


S$. M. Burch, advertising manager, Texas 
Company, which will sponsor Allen, 


|the audience at 
000,000. 


| higher 


CAB Estimates 
That 21 Million 
Heard Willkie 


ANNOUNCERS GET SPECIAL PINS 


‘'WDGY Gets FCC Permit 


The Federal Communications 
Commission has granted Station 
WDGY, Minneapolis, formerly a 
day time station operating on 5,000 
watts, permission to expand to full 


New York, Aug. 20.—Wendell perg at +e — day a 
= — : - H 9,006 night time effective 
Willkie’s acceptance speech, heard _ + . , : 
; about Nov. 1. Wave length has 
Aug. 17 over all four national net- 5 


works, drew the largest listening 
audience of any political address 
rated during the 10-year history 
of the Cooperative Analysis of 


|of set owners in the 33-city cross- 


section surveyed by CAB. A pro- 
jection of the rating would place 
more than 21,- 

Only two other speeches, both of 
which were designated as non-po- 
litical by CAB, have ever achieved 
ratings than the Willkie 


Joseph R. Rollins, advertising manager of Atlantic Refining, gives announcers’ 
pins to the sports broadcasters attending one of Atlantic's schools for announcers. 


Roosevelt’s speech at Charlottes- 
ville, Va., last June, rated at 45.5. 
All three of President Roosevelt's 


periods of two weeks of investiga- 
tion and two weeks of analysis 
The highest Roosevelt rating for a 


been changed from 1,180 to 1,100 


kilocycles. 


| Appoints McJunkin 


; 3 ‘ Better Speech Institute of 
Broadcasting, A. W. Lehman, CAB America, Chicago, has appointed 
manager, reported this week. The McJunkin Advertising Company, 
| speech was heard by 37.8 per cent 


Chicago, to handle its radio adver- 
tising starting in late September. A 
network radio program will pro- 
mote the Institute’s self-teaching 
course. 


Young to University 

Gerald W. Young, for 11 years a 
member of the circulation depart- 
ment of Crowell-Collier Publishing 


acceptance speeches have been de-| political speech was 32.6, recorded |COMPany, and more recently man- 
| address These were the abdica-| livered during intervals when CAB) at the Jackson Day dinner of Jan ager of the direct boy sales division, as 
os Gea speyy X i : ng Laie : ‘gage —_ eh will become director of publicity oe 
tion message of King Edward VIII was not investigating audiences.| 8, 1936. The Landon acceptance »t Ohio Wesleyan University, effec- 

with a rating of 45, and President | The organization works in alternate | speech in 1936 was rated at 28.5 


Vick to Air = he te 
‘Gone with Wind’ 


et al., on 87 CBS stations starting Oct. 2. 


\ . “ 
| as CBS Seria “Veohi Money Bole” 
vI 
the New York, Aug. 21.—The relative 
ent peace that has prevailed in recent 

months since “Gone With the Wind” 
m settled down to compiling box office oO 
nt records without benefit of further oun SS 
of public fanfare was rudely shattered 

ath this week when Vick Chemical 
J Company revealed plans for serial- 9 ; 
ne izing the book and movie on a 
Mi weekly radio show to be launched 7 
ble Oct. 1. ve 
the The program will be aired over oO ee OT 

nua a national hookup of an _ undeter- Pi ee 
All mined number of stations of the a 
Hi Columbia Broadcasting System. - PO tye 
of The ether version of Margaret Mit- , =: = 
ne che novel will be presented at ee a ol ¢ 

Har- 9:30 every Tuesday night in 30- —— a d 

130 minute doses. ¥ 
fig- Vick’s decision to undertake spon- é 

ian sorship of GWTW resulted in bring- 

part ing a new agency into the drug com- 

irec- pany’s set-up. The deal with David 

ved OQ. Selznick, producer of the movie, 

His was made through Stack-Goble Ad- 

ude vertising Agency, which will be in 

Si charge of the show for the drug 

he firm. Morse International will con- 

dent tinue to handle other Vick advertis- 

L1Or- ing 

Cost Is Secret Pe i 
Jerome Patterson, Vick advertis- NY \ ee 

ing manager, told ApVERTISING AGE ae 
that the report that radio rights to ~~ y 7 
GWTW cost $500,000 was consider- ———s 

1 as ably exaggerated but did not re- . 

giate veal the sale price. He said that the 
alle contract calls for the usual 13-week 

Cor- cycle with renewal options for a 

full year. 
a 


Vick has been absent from na- 
tional network radio for more than 
a year, but has been a _ heavy 
» spender in spot radio. The decision 

to sponsor GWTW means that most 
of the radio budget of about $400,- 
000 will be used for the network 
show, and that spot radio will be 
ised only to supplement the na- 
program and only in a few 


M Patterson asserted that the | 
iWTW cast had not been finally se- 


KEI ected, but 


WILL YOU SELL IT 7 


branded as “a_ pipe 


JAVA, too, would move right off the map — them. Those 6,573,277 people have cash 
ream” the report that Vick intends rf ae : ie ; irinking heir ic WHICH OF THESE 
ook ; if “America’s Money Belt” quit drinking in their jeans. 
emulate the movie moguls in x Tl folk . © ic] 7 buy a : DO YOU SELL? 
Ling Mducting a lengthy search for a cottee. The folks in this rich region buy There's just one way to tell the entire 
-" ° . 6 <s a e « < ” on 
idio Scarlett O'Hara, Rhett Butler, coffee “by the barrel. Money Belt’ region about your products Annual Retail Sales 
ta Burt, that’s not all. Use the Cowles Stations —the “four-way in “America’s Money Belt’ 


Every other article that’s needed is voice of the Money Be lt 
bought the same way . . . with the cash —— 
wealth of “America’s Money Belt and 


Canned Fish 


All Cereals 


rere $ 10,188,579.30 


21,396,016.64 


Pauline Rawley Joins 
Fawcett Women’s Group 


* There are now 20,630 coffee outlets in GF © ~ “ttre 


Bout that means profit for you if you are selling America’s Money Belt Canned Milk ....... 27,370,363.0) 
auline Rawley, formerly home ’ . , , 900 &9 
“onomist for the Atlantic & Pacific Bread ....ssseeeees 183,643,189.01 
“ ‘ompany and home counselo1 PIO siectecncwwe's 64,455,291.52 
n opping reporter for the Wom- : . 

an’s “Pty te weet sadly has been ap- Shortenings . -: 31,209,919.20 
poln ed food and household editor 1 


(Not meludiny 
e Fawcett Women’s Group 


Ie s ( . 7.915.412.4 
Besides editing a widely syndi- All Perfumes, Cosmetics 17,215,412.46 
ited newspaper food column she WMT * Be BOS sissccadacs 39,197,765.40 
| Sige tees Age mene Croan gangs oes meINES All Canned Fruit 
° rough ut th antry He oe WATERLOO OS 220 NY SN ZK LD and Vegetables. .... 47,731,971.20 
7 F 0 1¢ CU ‘ a ; 5 - . A . i. »< ve 
ancising experience and particu- WM “KAW “ASO Wynn oo eee er 85,649,799.31 
‘ r nowledge of the marketing a, 09 eR o1? © > 
i ®blems at point-of-sale also have Es THE REGISTER AND TRIBUNE, Des Moines, lowa | 


ide her an authority in that field Represented Nationally by THE KATZ AGENCY 
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ADVERTISING AGE 


August 26, 1949 


Representatives 
of Media Tell 
Strong Points 


(Continued from Page 1) 

that makes a well-spent advertising 
dollar go farther than it would 
otherwise go on its own velocity.” 

“A newspaper advertisement can 
be made as small as a special de- 
livery stamp or as large as a table 
top,” he pointed out. ‘Newspaper 
advertisements can be regulated as 
to frequency from a single appear- 
ance in one newspaper up to daily 
appearances in all papers in a city, 
a district or the nation. Newspaper 
advertisements can be peppered like 
hail on one community and dimin- 
ished in another or withdrawn en- 
tirely. This extraordinary regula- 
tion can be effected almost over- 
night. Newspaper advertising can 
hook the product to the dealer who 
sells it and to the price at which 
it is sold, regardless of the complex- 
ity of the dealer-price situation.” 

Mr. Dickinson explained the co- 
operation which newspapers are 
equipped to give in marketing a 
product or a service in a particular 
city or region. He ended up with 
a suggestion that close contact be 
kept with 


newspaper advertising | 


managers to take full advantage of 
| these cooperative services. 

Mr. Maxted said that his company 
| has a staff of 16 men which contacts 
116,958 dealers’ stores every year 
}and he related many of the inter- 
esting and profitable observations 
made by these contact men. 

“A test was made some time ago 
in certain stores,”’ said Mr. Maxted. 
“Checkers asked each customer as 
they were leaving the store how 
many purchases they had made 
which they had not intended to make 
at the time of entering the store. 

“The percentage of such unplan- 
ned or impulse sales ran as high as 
53 per cent; in no store was the 
percentage less than 24 per cent. 
When the purchasers were asked by 
ihe investigator why they had 
bought by impulse their replies 
were, ‘The display reminded me 
that I needed it’ or ‘The packages 
were in baskets and I just picked 
them up’ or ‘The display card gave 
me a new recipe.’ ” 

Considerable emphasis was 
placed by Mr. Maxted on the value 
of related displays, for instance, a 
cereal, fruit juice and coffee. He 
also urged his listeners to consider 
the value of the display solely from 
the standpoint of the dealer and 


tested before being distributed gen- 
erally. Then when they are pre- 
sented to salesmen they carry the 


presentation his company is now 
using hasn’t a single word in it 


Se a re ee sw 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


about Collier’s. 
Advantages of Posters 

“It is a peculiarity of the out- 
door medium that it automatically 
merchandises as well as advertises 
an advertiser’s goods because it not 
only reaches all consumers but it 
reaches them at the most oppor- 
tune time and place insofar as the 
dealer is concerned; at the time the 
public is on its way to buy and at 


mediately react to the suggestions 
generated by the advertising to buy 
from a dealer nearby,” said Mr. 
Stephenson. 

“Every advertising campaign 


suggested that display pieces be | 


authority of actual demonstration. | 
Mr. Maxted pointed out that the) 


the place where the public can im- | 


What we 


for this product is 


something 


) \ A | | 
\Wurpoor | \DVERTISING . NCORPORATED 


National Sales Representative of the Outdoor Industry 


Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - 


— 


1 60 Eat 49nd Street, New York City 


Houston - Los Angeles - Philadelphia + St Lewis - San Francisco 


E-Z REACH DISPLAY ADVERTISING ADJUNCT 


new display, which provides space for posting reprints. 


Loose-Wiles Biscuit Company is supporting an elaborate fall campaign with this 


The campaign will | 


appear in This Week, daily and weekly newspapers, posters, car cards, plat- 
form posters and spot radio. 


| 
| 


‘should be a merchandising chain 
‘that links together the advertiser, 
|the dealer and the consumer,” he 
| continued, pointing out that the out- 
| door advertising industry strongly 
|advocates closer and more definite 
|point-of-sale coordination because 
|in the outdoor advertising equation 
| the dealer is the only stationary 
‘factor in his market. 

Summarizing the presentations, 
Mr. Crain said that “they have dem- 
onstrated that every consumer me- 
dium is fully conscious of the fact 
that advertising does not accomplish 
its purpose unless and until the fa- 
vorable impressions which it has 
created have been converted into 
sales action in the retail store. 


Value of Advertising 

|like to add to this discussion,” con- 
tinued Mr. Crain, “relates not so 
| much to the promotion of advertis- 
ing of a specific character for a par- 
ticular brand as the demonstration 
of the value of advertising in gen- 
}eral to the distributor and the re- 
‘'tailer. The fact that your associa- 
|tion has invited representatives of 
advertising media to make these 


| presentations shows that you appre- | 
ciate the value of advertising and 


are interested in the successful dis- 
tribution of advertised products. 
Yet there is a growing resistance 
‘in many divisions of the trade to 
whole-hearted cooperation in pro- 
moting the distribution and sale of 
advertised goods because of the be- 
lief that with narrow gross margins 
available on many _ advertised 
brands a greater net profit can be 
made through handling private 
brand, unadvertised products. 
“Everyone interested in the 
succesful merchandising of adver- 
tised products, whether the adver- 
tiser, the medium or the distribu- 
tor, should be able to prove the 
contention that rapid turn-over is 
more important from the standpoint 
of net profit than gross margin. Un- 
less the distributor and the retail 
merchant are able to substitute spe- 
cific sales costs for an average cost 
of doing business and thus deter- 
mine the actual net profit on all 
lines, advertised and unadvertised, 
they may easily be misled into un- 
due emphasis on gross margin at 
the expense of the really profitable, 
quick-moving advertised lines 


By-Products of Turnover 


sound 
permits 


“Given a 
which 


trade policy 


every distribution 


The only point which I should | 


factor to earn a reasonable profit 
on turnover and given advertising 
| which performs the task which can | 
|reasonably be assigned to it, every- | 
one concerned with merchandising | 
‘food products through advertising | 
can insure better performance in | 
the retail store by doing his part | 
to prove the case for the well-ad- 
vertised product with established 
consumer acceptance. 

“That case must be stated in| 
|terms of the reduced sales effort 
needed to move the advertised as 
j}compared with the unadvertised | 
product; greater rapidity of turn- | 
over which multiplies net profit; 
;elimination of losses through exces- 
sive inventories and spoilage and) 
the satisfaction of the consumer 
because of constant delivery of 
fresh, attractive, wanted products.” 


Names Jasper, Lynch 
Nicole de Paris, Inc., New York, 
millinery, has appointed Jasper, | 
i\Lynech & Fishel, New York, to 
handle its account. Business papers 
will be used for the wholesale de- 
| partment, and magazines and direct 
mail for the retail. 


Swan, Kellogg Director 

Edward T. Swan, sales supervisor 
of the Kellogg Company, Battle 
| Creek, Mich., has been elected to 
ithe board of directors, succeeding 
the late Dr. Stuart Pritchard. 


| Florida Boosts 


a 


Citrus Funds, 
Adds Network 


New York, Aug. 22.—Indicatio; 
this week were that the 1940-41 aq- 
vertsing program of the Florida Cit. 
rus Commission will be slightly jar. 
ger than last year’s, although actya] 
determination of the budget l 
depend on crop reports expected to 
be made available within the next 
few weeks. Last year’s experience 
was slightly under $500,000 in news. 
papers and magazines. 

Chief reason for the anticipated 
expansion is the curtailment of 
promotion last winter necessitated 
by unseasonable weather. The forth. 
coming crop is expected to be at 
least as large as last year’s. 

The 1940-41 campaign will be 
marked by a return to network ra- 
dio with a series of programs f{ea- 
turing Mary Margaret McBride over 
a CBS network. The program is «x- 
pected to start during October. The 
Florida Citrus Commission has been 
absent from the air waves since the 
1937-38 drive when Emily Post was 
featured in “How to Get the Most 
Out of Life’ over CBS. 

In addition to radio the new 
campaign will also involve news- 
papers, magazines, car cards and 
business papers. The usual point-of- 
purchase material will also be made 
available to dealers. Arthur Kud- 
ner, Inc. is the agency. 


. . 7 ve 

Perry Managing “News 
Howard J. Perry, who recently 
took over management of Station 
WCAX, Burlington, Vt., has as- 
sumed the additional duties of busi- 
ness manager of the Burlington 

Daily News, owner of the station 


Riverside Names Best 

Riverside Metal Company, River- 
side, N. J., has appointed Frank 
Best & Company, Inc., New York, 
to handle its advertising. Industrial 
papers and a house organ will be 
used. 


Hackett with WINS 

Cecil Hackett, formerly with Sta- 
tion WHN, New York, has been ap- 
pointed director and general man- 
ager of Station WINS, New York 
outlet of Hearst Radio, Inc. 


Maxon Gets Tetley 

Joseph Tetley & Co., New York, 
has appointed Maxon, New York, 
to handle the advertising of its 
Orange Pekoe tea, Budget tea and 
tea balls. 
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NO FOREIGN PATENTS HERE 


C Magnesium Medul 


to THE STORY 
ce OF A SUCCESSFUL 


ed 
( yf 
ed 
oo MAGNESIUM METAL, so vitally esseanal to 
* airplane coesruction, is selling ot 27 cont & pound 
at 


This is oe clitime low, made powbie by production 
processes which The Dow Chemical Company has beeo de- 
be veloping sace 1915 to assure a0 adequate domesuc supply 
- of this ovalaable metal 


The low price of 27 cents « pound contrasts sigoibcantly 
a- with $3.50 © powad which Amencas industry was payiog 
whee Dow covered the beid 


AMERICAN ENTERPRISE 


Ics reasmanag to know cha the domestic production of 
Magoesium mete! 1s in Bo wey Led up to foreige pereote 
Dow owns 8 ows processes. The development of these 
processes, ochudiog ther ase. is 8 free sod clear Amencea 
enterprise 


Not oaly does Dow psy 00 roveines to foreign sources for 
the production of magnesum metal, but bes | c0omsed 
wrthout fee or royalty over s score of Americas fabricators 
of Dowmers! pars 


goods, lumber 
terial.” 
Raymond H. Gilkeson, managing 
editor, Capper Farm Papers, To- 
peka, Kan.: “Cash income of Kan- 
sas farmers for the first five months 
of 1940 was $104,483,000, or $7,- 
530,000 above the same 1939 period. 
It may be attributed to a shift to 
livestock and poultry and to such 
hardy feed crops as kafir, milo and 
sorgo, which makes the farmer in- 
dependent of the weather. These 
changes are reflected in increased 
demand for general purpose trac- 
tors and implements for the general 
farming system. 
world’s greatest wheat center. 
“Missouri farmers boast an in- 
crease of $9,382,000 in income for 
the first five months. Lespedeza, 
the wonder pasture and hay crop, 
now occupies more acres than any 
other. It is creating a market for 
new types of farm equipment— 
forage harvesters, hay grinders and 
choppers. The small combine has 


and building ma- 


try in some respects. They are to 


plan for the greatest possible aid | 


in food supplies and in military man 
power, and the least possible dis- 
location when the alarms are over. 
Farm income in California is esti- 
mated at $670,300,000 for 1940, com- 
pared with $613,401,000 a year ago. 
Labor-saving machinery is replac- 
ing the farm youths who are going 
into airplane factories. Sub-divi- 
sion of large farms is adding to 
demand for equipment. Testing of 
new farm machines to take hand 
work out of sugar beet production 
proceeds apace.” 


Kansas is still the | 


Close to Markets 


M. C. Gilpin, associate editor, 
Pennsylvania Farmer, Pittsburgh: 
“The key to prosperity of Pennsyl- 
|vania farmers is the simplicity of 
reaching the 25,000,000 consumers 
who live within one day’s truck 
drive from the average farm. There 


is no doubt that the 1939 income of | 


$264,239,000 will be exceeded this 


over heavy gasoline’ inventories. 
Sales have turned up sharply, and 
an average estimate of improvement 
in fall sales is 10 per cent over those 
of 1939.” 


Burley Growers Happy 


Vaughan Spencer, editor, Kentucky 
Farmers Home Journal, Louisville: 
“Burley tobacco is not affected by 
the war. The entire crop is con- 
sumed in the manufacture of Amer- 
ican cigarets and smoking tobacco, 
insuring continuing prosperity for 
growers. Kentucky farm income is 
certain to exceed that of 1939. 
Farmers are in the market for over- 
alls, farm machinery, washing ma- 
chines, roofing and fence, automo- 
biles and electrical appliances.” 

O. A. Hanke, editor, Poultry Trib- 
une, Mount Morris, Ill.: “The profit 
outlook in the billion-dollar poultry 
industry may be summarized by 
these developments: Smaller laying 
flocks, fewer eggs to market, higher 


prices and a more favorable feed- 
er Dow's producnos of magnesium meri has increased made great progress. Last fall’s|year. Whether the 1937 figure of egg ratio than a year ago.” 
X- ciiacaaddesasatiinamenanenes Ss candieaitesia Auaheaie anieataiindadin building boom is expected to con- | $286,088,000 will be reached or Frank A. Briggs, editor, Farm and 
rhe faity ender severe aange. Therciore, the series of mages the Gres of thie four ad will be doubled epilo by De tinue. With electric power being|passed is a guess. A shortage of | Ranch, Dallas, Tex.: “Texas has 
en Ln: Las TC brought to 35,000 farm homes, a labor is forcing the farmer to turn|made a record corn crop and will 
he THUS BOW CHEMICAL COMPANY, MIDLAND. NICuIeat market for electrical appliances is | to mechanical aids. . produce above-average acre yield of 
as a-borning. Stuart McGregor, editor, Texas | cotton with reduced acreage. Farm 
Ist John E. Pickett, editor, Pacific | Almanac, Dallas: “Prices of Texas | cash income from crops for the first 

<> /Rural Press and California Farmer, | basic crop—cotton—and_ livestock | four months aggregated $265,477,- 

ew San Francisco: “The problems of | products average much above a/000, against $233,724,000 in 1939. 
a agriculture parallel those of indus- year ago. Some misgivings exist | (Continued on Page 36) 
nd Kerem gf Comes  towme ootmcten oe The Stes of Magma Mek Tee Mette Cite a 
Second of a series of three newspaper advertisements, in which Dow tells of 
ude its contribution to progress and preparedness, independent of alien brains. 


MacManus, John & Adams handles the account. 


livestock, 8 per cent. And the value 


- | Farmers Income «= 


cotton crop has been in-| 

creased despite the smaller acreage. 

a . Cash income for 1940 is estimated 

1S for First Half at $188,308,000.” 

usi- A. K. Ungren, advertising man- | 
JtOn | ager, 


Michigan Farmer, Detroit: 
| Michigan farmers will have a good | 
jyear, both from the viewpoint of 
| field crops and livestock production. 


| Up 300 Million 


(Continued from Page 1) 


ver factory a return for the money ine |e production will be slightly | 
ink aie aneien 4  ¢  * | less than in 1939, but above the ten- | 
| vested, more and more farmers are | ‘ : +i ; the | 
ork, turning to livestock as their prin- |¥¢" average. Egg production is the 
“~~ cipal activity.” highest since 1930. Income for five 
sa Charles E. Snyder, editorial direc- ;months of 1940, as reported by | 
tor, Corn Belt Farm Dailies: “The |the Department of Agriculture, | 
extent of price improvement, not | amounted to $88,900,000, compared | 
only in hogs, but in cattle, is indi- | with $81,798,000 for the 1939) 
Sta- cated by the estimate that packers | period.” 
| ap- paid out $104,700,000 for cattle, hogs William A. Haffert, publisher, 
nan- and sheep in 20 leading markets in |New Jersey Farm and Garden, Sea 
York July, an increase of $20,021,000 |Isle City: “Farm income in New 
over June, or a gain of 23 per cent. |Jersey for 1940 will be around | 
Cattle accounted for a gain of $17,- |$102,000,000, compared with $100,- 
247,000; hogs, $1,884,000; sheep, | 352,000 for 1939. The trend ss 
vor] $890,000. |New Jersey farmers is. towarc A U G U S T 
fee “A drive through any good farm- | smaller tractor sizes. The same ap- 7 L E 0 «. T H E e L | 0 N 
fits ing region today reveals many | plies to combines. A better than 
and signs that farmers are doing better. normal demand exists for combines 
Both buildings and fences have |and all hay tools. There is a strong 
—_ been improved and it is obvious | Swing to grass and legumes, stimu- 


that more pride is being taken in 
farmsteads, with lawns better kept 
—all of which is very encouraging.” 


Made Largest Gain 


Wallace Witmer, The Arkansas 
Farmer, Little Rock: “The July bul- 
letin of the Bureau of Agricultural 
Economics, U. S. Department of Ag- 
‘iculture, reports that Arkansas 
leads all states in percentage gain 
f farm ineome for the first five 
months of 1940, as compared with 
1939. This means a market throb- 
ing with buying vitality While 

Mon is still king in Arkansas, 
creage has been diverted to feed 
rops, soil building crops and live- 
lock raising. Hogs have gained 75 
er cent; cattle, 40 per cent, and 


FIRST in PHILLY 


C. E. HOOPER SURVEYS 


§judiences of Phila. Network Stations. 
145 - 4:00 P.M. Mon, thre Fri, - 4 Mo. Avg 


WFIL 21.4’. 
KYW 17.3°, 
WCAU 13.1, 


© listeners identifying station and program 
First with 46 other programs. 


for LOWER COST Circulation 


BUY WFIL 


lating sales of hay machinery. Veg- 
etable growers are reducing acreage 
and buying fertilizer attachments 
heavily.” 


Lemon Prices Soar 


J. H. Yetter, vice-president, Cali- 
fornia Cultivator, Los Angeles: 
“California farm income will show 
a 20 per cent increase over the 
$613,401,000 received in 1939. The 
barley crop gained 12 per cent and 
the July-August heat wave in- 
creased the price of lemons to 
nearly $9 a packed box in Eastern 


markets, the best prices in three 
years.” 

J. E. Stanford, editor, Southern 
Agriculturist, Nashville, Tenn.: 


“The only dark spot in the picture 
is the condition of the 
farmer, who, however, has shown 
remarkable resourcefulness in de- 
veloping income through new crops 
Lively demand exists for tractors, 
particularly of the small type, au- 
tomobiles, trucks, tires, stoves, 
roofing, wire, furniture, paint, lubri- 
cants, small implements, improved 
seed, pedigreed livestock, electric 
appliances, shoes and clothing.” 

H. H. Allen, co-publisher, Dakota 
Farmer, Aberdeen, S. D.: “A crop 
of small grains equal to 1939 insures 
prosperity for farmers. 
reported in sales of 
tractors, tires, 
chinery, 


tobacco 


Gains are 
automobiles, 
miscellaneous ma- 
hardware, clothing, dry 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 


iM 0 
M ) | Summer's nearly over... 


How quickly the leaves change from greens 
to golden brown...Soon be thinking of all 
those winter campaigns...certainly glad my 
photo-engraving problem is settled... It's 
Wallace-Miller for my money every time... 
Fair prices...utmost quality...and service 


that’s hard to equal. 


WALLACE MILLER CO. 


Phote-Engravern 
466 W. SUPERIOR ST., CHICAGO 
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Farmers Income 
for First Half 
Up 300 Million 


(Continued from Page 35) 
For the year it will not be less than 
$610,000,000, with a gross income of 
$700,000,000. Lower _ production 
costs are adding to the net. In- 
creased interest in livestock has cre- 
ated demand for fencing and elec- 
trically driven milking machines.” 


Milk Prices Higher 


John D. Hayes, advertising man- 
ager, Wisconsin Agriculturist and 
Farmer, Racine, and _ Wallaces’ 
Farmer and Iowa Homestead, Des 
Moines: “Since income from milk 
is most important among Wisconsin 
farmers, it is interesting to note that 
prices for the first six months of 
1940 have averaged 22.5 cents 
higher than a year ago. As the 
state produces 12 billion pounds a 
year, this means $26,000,000 more 
to spend if prices are maintained for 
the rest of the year. Prices of other 
dairy products are also up and, since 
thousands of dairymen are stock- 
holders in local creameries and 
cheese factories, this increase adds 
materially to their income. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


Inc 
TSMAN, ; 
bem massac husetts 


“Iowa farm income for five 
months was $300,430,000, against 
$277,878,000 for 1939. For the year, 
it should register around the $655,- 
000,000 chalked up in 1939. We ex- 
pect more farm. building, more 
corn cribs, more fencing, more im- 
plements and machinery, more au- 
tomobiles, painting and home im- 
provements of all kinds.” 

Estes P. Taylor, editor, Agricul- 
tural Leaders’ Digest, Chicago: 
“Both production and price outlook 
is good for 1940 and farm income 
should be higher than a year ago. 
Better methods are beginning to tell 
both in marketing and production. 
Educational leaders who work with 
farm people are stressing projects 
which improve standards of living. 
This leads definitely in the direction 
of buying more manufactured prod- 
ucts for more efficient operation and 
more comfortable living.” 

Wheeler McMillen, editor-in- 
chief, Farm Journal and Farmer's 
Wife, Philadelphia: “Farm income 
for 1940 should be at least 10 per 
cent higher than in 1939 and will 
probably show a further increase in 
1941. Recruiting for national de- 
fense will create a labor shortage 
and force the farmer to utilize every 
available type of mechanized ma- 
chine. There is certain also to be 
an increase in the use of all types 
of building material, electrical 
equipment, and automotive lines. 
The labor shortage may also cause 
farm women to seek more equip- 
ment which will help them with 
their own special work.” 

E. M. McKim, market research di- 
rector, Western Farm Life, Denver: 
“During the first five months of 
1940, cash farm income in this ter- 
ritory totaled $130,545,000, a gain 
of 16 per cent over the correspond- 
ing 1939 period. It seems safe to 
expect continued gains for the re- 
mainder of the year, hence heavy 
sales of automobiles, tractors and 
farm implements” at favorable 
levels.” 

Kirk Fox, editor, Successful 
Farming, Des Moines: “Unques- 


(Continued on Page 37) 


New York 


PRESIDENT 


John L. Horgan 
Gen. Mor. 


HOTEL EDISON 


SAME OWNERSHIP 


‘s Popular 


HOTEL 


LINCOLN 


441TH TO 45TH STS. AT 8tH AVE. 


1400 ROOMS from $3 


Each with Bath, Servidor, and 
Radio. Four fine 


acclaimed for 


restaurants 


cuisine. 
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> Gain — Gain 


Names Bates & Orme Appoints Willard Plant 


Wm. E. Wright & Sons Company, Liquor Store & Dispenser, New 


Schreier Shifts 


Harry R. Schreier 


, forme! 


West Warren, Mass., has appointed York, has appointed Willard Plant president of Moore & Ham! 
Snow, Bates & Orme, Springfield, Western manager with headquarters has joined Wildrick & Mull 
Mass., to handle its advertising in Chicago New York. as an account ex 


33-Week 33-Week 33-Week or Loss) or Loss 
Period Period Period 1940 1940 Week Week %G 
Iended ended lkinded over over kended ended ol 
Aug. 20, 1938 Aug. 19,1939 Aug. 17, 1940 1938 193u Aug. 19, 1939 Aug. 17, 1940 Lo 
Akron, © 7.685.055 6,190,979 5,959,120 99.5 3.8 178,050 166,411 
Albany, N \ 5,277,963 5,177,212 £903,408 (a 5.3 146,311 132,573 
Atlanta, Ga 0 270,862 10,606,190 Y 19S 650 — s 13.3 356.440 285.428 
Baltimore, Mad 13,279,991 13,397,739 13,710,433 + 3.2 + 2.3 331,636 852,712 
Birmingham, Ala 7,759,360 8,044,414 8,690,510 12.0 + S.0 235,982 281,106 2 
Boston, Mass 11,215,199 11,404,617 LO, 897,666 2.8 15 263,053 246,002 
Bridgeport Conn 5.574.266 6,036,750 6,504,002 + 13.1 1.4 164,680 170,772 
buffale N. ¥ W, 526,558 9,720,230 O.045,445 5.1 7.0 245,01 255,206 
Camden, N. J SOL BSS 2,545,059 3,318,764 + 44.2 + 30.4 76,197 S38 
Cedar Rapid la 2,947,728 }, 107,410 2,948,035 O01 2 lt HS LOS,S50 
(Charleston, W Va », 741,168 6,353,977 6,270,223 + 9.2 1.3 165,837 169,505 
Whicago, Ill 19,256,920 18,140,088 17,430,533 1D 1.0) 136,070 bol, v2e 
Cincinnati, © 8,862,827 9,616,771 10,115,833 s.0 2 232,024 202,152 
Cleveland, © 8,745,970 10,990,460 11,287,227 20.1 2.7 42,730 203,81 
Columbu > 7,652,610 8,167,531 S, 181,266 + 6.9 + 0.2 216,29% 1S1,706 
Dallas, Tex 12,843,765 12,851,967 12,464,008 3.0 0 262,476 53,237 
Duave nport la HSTUNOS 796 RP? § S65.888 0.2 - 1.2 150.052 150,640 
Davton, © 7,868,888 8.562.472 S.665,010 +101 1.2 2290 O08 226,254 
Denver Colo 5.554.590 5.657.428 5,252,849 5.4 7.2 151,955 164,169 
MDes Moines, la 3.964.605 3,974,538 4,108,584 + 3.5 +3.2 tS 000 106,722 1 
Detroit, Mich 10,720,472 12,134,999 12,662,843 + 18.1 4.5 291,554 M6 327 
Kl Paso, Tex , 6,501,056 6,501,076 6,681,785 6.0 L298 164,89 154.650 
Erie, Pa 5,496,956 5.%14,454 5,798,814 Poo 2.0 173,460 154,728 
Mvansville Ina 7,962,072 7,355,220 7,522,032 0.5 + 2.3 231,280 247,240 
Fall River, Mass L91L7,586 2,077,965 2,154,719 12.4 7 2,139 $,250 
| Flint, Mich ; 1,267,242 5,048,154 OLS, 408 + 29.3 " 123,17 148,918 
Fort Wayne Ind 6.652.583 6,601,962 6,864,474 + 3.2 10 177,632 216.624 
(iary, Ind ed 1 9,24 3,679,303 $3,473,789 + 12.9 TAU LOO 4LT Lebo cite 
Grand Rapids Mich 5,557,264 DATS 74 5,545,678 0.5 ‘.2 123,070 142,018 
Greenville, S.C }, SOS, 186 1,045,267 $525,636 + 16.1 + 11.9 107,449 125,888 
Houston, Tex F 10,247,882 LO,548,342 11,724,662 + 14.4 + 11.2 H,S2¢ 13,058 
Huntineton, W. Va 1,442,018 1.630.811 5,179,702 + 16.6 + 11.9 128,501 130,931 
Indianapolis, Ind W675,674 10,065,942 10,868,601 + 42.3 x0 69,262 302,918 
Jacksonville, Fla 5,309,034 5.699 204 6,071,618 + 14.4 + 6.5 TSO,S96 72,564 
Jersey Citv, N. J 1.281.008 1.334.435 1.327.782 23 6 0 20.046 2 6S 
Kansas City, Kan 1,700,484 1,596,945 LSoo 961 11.1 wo 10.5313 0,250 
Knoxville, Tenn 6,204,197 6,586,683 6,570,522 +50 O38 201,124 165,044 
Little Rock, Ark 5,860,108 1,692,037 5,931,282 +1.2 4.2 150,488 227,850 
Los Angeles, Cal 14,439,510 15,509,426 15,242,312 5.6 17 $54,190 417,212 
Louisville K\ S$, 603,031 S,S80,507 4,008,442 + 4.7 1.4 230,064 248,064 
Lynn Mas: 4,767,236 5,228,428 »on4,844 16.1 ».0 126.0908 153.916 
Manchester, N. H 2,281,281 2,984,221 2,814,205 23.4 5.7 53,011 57,471 
Memphis, Tenn 6,987,022 7.365.694 8.142.400 t+ 16.5 10.5 937.314 995,820 1.9 
Miami, Fla 8,593,529 8,524,685 9,262,610 7.8 8.7 199,325 211,974 
Milwaukee, Wis H O98 889 &,.720,.619 4 507,010 4.5 oo 230.867 218.947 
Minneapolis, Minn 8,212,229 R.418,125 1,616,047 7.3 5 256,066 219,608 
Moline-Rock Island, 11 273,660 5,188,344 5,285,196 0.2 1. 163,590 159,950 
Nassau County, lL. I 1,469,276 1,614,175 1,488,453 + 1.3 cs 36,516 1,178 ' 
New Bedford, Mass 1,941,226 1.934.310 2,157,274 + 11.1 + 11.5 9,204 Hh S40 
New Haven, Conn »,616,142 5,703,600 5,968,592 6 14 153.314 155.736 
New Orleans, La 11,507,204 12,084,609 12,526,028 + SU 3.7 $21,524 163,449 
New York, N. ¥Y 15,618,731 35,593,769 34,786,329 3.3 2.3 853,854 840.308 
srookivyn, N. Y 3,099,732 2,446,304 2,150,159 10.6 12.1 2.010 $5,314 
Norfolk, Va 5,844,636 5,063,244 6,399,148 + O.5 7 168.336 176,148 i 
Oakland, Cal , 1,564,867 1ST3,406 5,439,204 19.2 11.6 110,460 173.219 
"Oklahoma City, Okla 7,446,605 5.642.000 1,841,528 0 14.2 132,860 123,410 7 
Omaha, Neb , 3,756,905 609,868 TOO,319 1.5 2.0 oo,400 95,120 ' 
Peoria, Il 6,280 889 6.653.560 7.231.791 15.0 ee 228,078 241,234 
Philadelphia, Pa 15,880,644 16,.785.629 17.452.686 a9 0 $26,281 143.980 
Phoenix, Ariz 4.796.612 4,594,282 LE Peeled) ~ 5.0 »~ 10.0 122,850 134.628 
Pittsburgh, Pa 13,010,886 12,461,750 13,082,972 LO8 5.0 817.2324 OO G8 
Portland (ore 7,237,866 7.885.075 6.984.439 . 5 11.4 "41,402 196.056 
Reading Pa 877,613 6,191,745 6,588,188 12.1 + H.4 yo 204 157,752 
Richmond Va 7,475,762 7,961,086 7SUL, 702 At 14.7 24,368 213,374 
Rochester N \ S.SS80.065 “344,668 o50 14 ~ 70 1.7 237,630 266,534 
Rockford, 111 $851,056 LOT3.066 , 276.264 SS LG] 115.004 129 r 
Sacramente ("a 1540 401 i Pani bea $NuF { 10 i 146.000 1°78 0° 
Sat Antoni Tex S7OL607 1.4 ue 1.4 OAs 19.7 14 O28 gnu He 
Sit Dies cn y SUOLBSS S,.146,829 6.661.018 15.¢ s 11.848 “16800 
Seattle Wash 437,353 6.934.102 7,012,366 1.5 LOU OL 1,92 
South Bend, Ind 1,391,872 8,325,024 $320,224 24.4 a: iB NTS 108.468 
‘Spokane, Wash 1,021,160 4,134,522 1004 i 4 118,748 1a3 0% 
St. Louis, Mo LO.S61,506 11,033,535 11,221,270 17 275,44 27 Hn 
St. Paul, Mint 6.964.789 6.458.542 6.470.504 7.1 a | ie 18 “ 162.428 
Syracuse, N. y 1,056,710 1545, 810 1.4237,367 ~o.4 + 2.1 111,39 112,4% 
Tacoma, Wast 667,692 wT 20 LOGO O28 10.4 { 121.856 Ture 
Tampa, Fla 1.81 $148.94 O40 B32 2 21.7 120,820 134,4 
Toronte (ont (‘ar O.676.0900 10.124 ; 17s 12.4 7.9 O28 202 ¢ 
rroy N. ¥ 2,540,116 695.480 * ORS .0OR4 ; 1 ‘ { e404 
Tulsa, Okla 80 11.984 584 ' H i l 4 161.644 
Was eter I). ¢ 2L1TOLS 20,806,112 21. 048.310 “ ] 66.78 ‘ } 
Youngstown, © 149911 1.604 1 139,149 14.2 ’ 20,424 " 
Pota SO,.907,481 HO4, 178.019 612,436,879 s i 16,254,898 16,4597 
Aki Pine l’re ali nti ied Aug S 1938 ' St Pau Daily News di t 1 Apri 
I f I) y Ame mbined with Re rd s I) Su susype led publicati« N 
I Time disconti 1 Aug l l \t (ie K nd 3s ‘ Ame I 
. cA Herald & Exa 1 mtinued A 8, 1 I> 17, 19% 
MI 4 Ke News ad ‘ ed J { ; 1 l Svra ] " ! l 
t ‘) } i New dis« ed Fe 24 ' M l Star d J rna ged Au 
N I ‘ li nt ip 1938 14 Reta rik i it p | 
S Spokane Pre discontinued March 18, 1 ' Ivertising 
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ADVERTISING AGE 


37 


Cdve rtisi 
Market 


The rates for this: department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives 
“Representatives Available,” 30 cents a line, minimum 
cash with order. 

All other classifications (single insertion rates): 
$4.75 per inch. 


Wanted,” 
charge $1. 


% in., 


and 
Terms 


$2.75; 1 to 3 in., 


POSITIONS WANTED POSITIONS WANTED 
GIRL, 26, to work into sales or ady, LAYOUT ARTIST 
dept., own corres, sales-dealer follow- | & litho exp 
i} typist, 


Creative, 
Lettering 


agency 
comprehen- 


light stenog., acct’g. exp. | Sives, finished art for publ. & posters 
Box 3090, ADVERTISING AGE, Chgo, Box 3106, ADVERTISING AGE, Chgo 
BRAINS—on approval! REPRESENTATIVE AVAILABLE 

This experienced advertising execu- 


PUBLISHER'S REPRESENTATIVE 


tive has created startling copy yo experienced advertising space sales- 
productive merchandising plans for) nan, wide acquaintance, N.Y.C. Office, 
manufacturers and chain stores. Will 


Ldaed ; ; . | wants Eastern 
PROVE worth to business, newspaper, | jeaging publi: ation, 


vr Agency—and discuss salary later. “fe Tits 

Box 3097, ADVERTISING AGB, N. Y.,| Bex 3089, AD 
ASSISTANT to Adv. IDEAL for 
small agency. man, 24, accom- 


representation of 
commission basis 


"ERTISING AGE, N. Y 


Mer.; 
College 


PHOTOGRAPHY 
4.000,000 stock pictures, all subjects. 


plished in layout, copy, and produc- | Over 1,200 correspondents execute 
tion. Will work in Chicago or N. Y.| photo assignments anywhere in U.S 
Box 3104, ADVERTISING AGE, Chgo. |} promptly at low cost! 

; Free-lance Photographers Guild 
Willing to prove sales ability, Space 219 Kast 44th Street, N.Y.C. 
salesman, 34, coll. ed., 10 yrs. exp., MUrray Hill 2-3810 


available 
Consider 


igh class, excellent record; 


thru unusual circumstances, MISCELLANEOULS 


ny sales Job. Would oe coed rer. | SALES START with attractive ilius- 
— oo ve ast —— trated advertising literature book- 
ago ane gst bg em . lets, folders, mailing pieces. Repro- 
Box 3105, ADVERTISING AGE, Chee. | quod economically by Laurel's” im- 


eagle eae proved 


An attractive young lady of 26 yeurs | 500 (St4ox11” 


) copies only $2.6: 


with a startling fund of creative Additional 100’s 22e¢ 
deas—and six years experience would |! Larger quantities, lower prices All 
ke to be hired for a job where origi- | sizes available. Request free descrip- 


work is roaneres Advertising tive 


manual In Met. N. Y. ask for 
litorial research promotion 


representative WAlKer 5-0526 


Laurel Process, 480 Canal St., No. Vv. C. 


Box 3107, ADVERTISING AGE, N. Y 
firmed. But Mr. Flowers was not at 
his office and didn’t return the rest 


JWT Either Is | 
for Republicans x; vel give me 
OrIsNot Agency “™° "hme 


(Continued from Page 1) 
that office said that the Democrats 
had not appointed an agency and 
that plans were indefinite. He had 
heard of the supposed GOP appoint- 
ment of Thompson but had been 
told by radio men that Associated 
Willkie Clubs was the client rather 


boss, some- 


‘Quiz Kids’ Get 


wn Program on 
Blue Network 


Elkhart, Ind., Aug. 22.—The 
“Quiz Kids,” staged by Miles Lab- 
than the GOP committee. oratories as a summer substitute for 

A talk with the Associated Will- | one of its radio programs, have won 
kie Clubs’ publicist elicited the in-| their spurs. The company an- 
formation that his group had named | nounced today that the youngsters, 
no agency, didn’t intend to and|Wwhose knowledge amazes the most 
would do no national advertising. hardened listener, will have their 
The Thompson appointment had Wn program on 45 NBC Blue net- 
been by the GOP National Com-,| Work stations for 52 weeks, effective 
nittee, he said. Sept. 4. 

Five boys or girls between the 
White Man's Burden ages of five and 15 make up the 

Your bewildered reporter tried | board of experts on the program. 
the Thompson press department|They attempt to respond to ques- 
gain. No news. Another call to|tions sent in by the audience and 
he Republican National Committee | thrown at them by Joe Kelly, mas- 
vas placed. Finally, Frank!yn|ter of ceremonies. Thus far, they 
Valtman, national publicity direc- | have had such a high batting aver- 
‘or. was contacted. |age that the listening audience has 
Mr. Waltman said finally and|extended unbounded acclaim. Two 
efinitely that the Republican Na-|0f the kids are eliminated each 
‘onal Committee had not appointed | Week, so that fresh talent may be 
ny agency and would not. What tested, but a couple have done so 


uuld be no national GOP advertis- | _Wade Advertising Agency han- 
g and hence no need for an/@les the program, which is spon- 
gency. Associated Willkie Clubs | S°Ped by Alka-Seltzer. 
dint know anything more than | crenata 


is passed along earlier. 


Strausberg on ben 


A ll was made to Stanley Re- Jack Strausberg has opened a 
Thompson president, whose | studio at 6847 East End avenue, Chi- 
fee declared that the agency had cago, as a free lance display cre- 
een appointed by either the ator. One of his first assignments 
IP committee or the Willkie | came from Pepsodent Company. He 


was formerly with 
lier Corporation. 


ub group. It was pointed out in Barron G. Col- 
return phone call, however, that 


npson had produced a commer- 


ith the Hatch Act. he said, there | Well that they appear to be fixtures. | 


PROMINENT CITIZENS WIN PUBLIC CONGRATULATIONS IN DALLAS 


al 


= , 
: 
4 


_ CONGRATULATIONS _ 


ee tt ete TT aes 


The Great National Life Insurance Company has adopted the plan of congratulating local residents and firms for outstand- 


ing achievements on a painted bulletin. 


The background copy is permanent while the 
idea has been copyrighted by M. K. Ratcliffe, 


“inset’’ is changed frequently. The 


head of a Dallas advertising agency. 


Farmers Income 
for First Half 
Up 300 Million 


(Continued from Page 36) 


tionably widespread interest 
in new buildings and the 
ment of old ones. The 
program is partially responsible. 1 
believe farm machinery and hay- 
making equipment will be 
better next year than this 
Other major farm needs will prob- 
ably compare well with 1939 and 
1940.” 

L. D. Simmons, 
une, Salt Lake 
states which 


exists 
improve- 
vast REA 


sales 
even 


Salt Lake 
City: “The 
comprise this market 
show gains over 1939 income 
without exception, continuing the 
situation of 1939 when Utah farm- 
ers added 1.8 per cent, Idaho, 14.4 
per cent, Wyoming, 9.4 per cent, and 
Nevada, 14.7 per cent. Utah is do- 
ing particularly well, the rye har- 
vest, for instance, being 40 per cent 
above the 1939 figure.” 

Bert Livingston, associate editor, 
Florida Grower, Tampa: “Outstand- 
ing trends in Florida farm circles 
are the rapid spread of electrifica- 
tion, increasing application of irri- 
gation and growth of mechanized 
farming on a large scale. Home im- 
provement is likewise an important 
factor.” 


Trib- 
four 


area 


Rolls Razor Expands 
Fall Appropriation 

Use of Sunday rotogravure 
Life has been so successful for Rolls 
Razor that more magazines will be 
added during the fall, Dorland In- 
ternational, New York, announced 
The roto campaign ran in 37 mar- 
kets. 

The additional list includes Col- 
lier’s, Esquire, Newsweek, Time and 
the magazine section of the New 
York Times. 


and 


HOT SUBJECT 


AVOID 


THE 
AVIATION 


BOTTLENECK 


Timely illustration with which Massachu- 
setts is developing its industries in maga- 
zine campaigns. 


Joins “Family Circle” 

Curtis Moss, formerly with Rem- 
ington Rand, Inc., Lord & Thomas 
and Ahrens Publishing Company, 
has joined the San Francisco sales 
staff of Family Circle. 


Brill with Agency 

Romert M. Brill has joined J. W 
Pepper, Inc., New York, as agency 
business manager. He was formerly 
in the clothing field 


NBC Is WOWO-WGL 


Spot Representative 


Stations WOWO and WGL, 
Wayne, Ind., have appointed 
tional Broadcasting Company 
representative, effective Sept. 1 

Both stations are operated by 
Westinghouse Electric & Mfg. Com- 
pany 


Fort 
Na- 


spot 


Represents “Barron's” 


Barron's, the National 
Weekly, and the Boston 
reau have appointed Roy J. Holi- 
han Michigan and Ohio represen- 
tative, with headauarters in Detroit. 


Financial 
News Bu- 


ER E E with your 
first Order 

Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75 
per gel. postpaid. For Friskets use $ $ Spe- 
Ss cial Frisket Cement, $3.50 per gal 


RUBBER CEMENT CO. | 


1438 No Halsted St. CHICAGO, ILL 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


m for use by the United Re- 
iblican Finance Committee, of ( 
ich Mr. Resor is a member, back 
t spring before Willkie’s nomi- 


: MEN 4 SHOES 
ion. Other than that, 


truth to the report 

in outside tip that Henry C. 
wers, Jr., vice-president of J. 
ite Thompson, had taken a 
ee-month leave of absence from 
agency to aid Willkie was con- 


there was 


COMPLETE Sarieract 
OMroe’ TUTE APPEARARCE Lowe 
* wOwrY face 
9 convenient CUTLER STORES 


Day and Night Service e« 


(eoreen'e Make Your 
, Advertising 
‘| Command.. 


This advertise- 
ment for Cutler 
Shoe Company 
was produced 
by Faithorn. 


today, advertising must stand out— MUST DOMINATE. 
Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


FAITHORN CORPORATION 


504 SOUTH SHERMAN STREET - CHICAGO 


attention 


To win in the keen advertising competition of 
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An Announcement 
to Advertisers and Agencies 
by National Transitads, Inc. 


a ee 


Ww Ww 


"T RANSITADS. INC., is anew company 
organized to deliver proved, national 
advertising circulation on street cars, 
subways, motor coaches, elevated and 
suburban trains. 


We are now able to announce that our 
leasehold arrangements and selling 
agreements cover more than eighty per 
cent of the transit rider circulation of 
the country. 


We have adopted a policy of handling 
the accounts of national advertisers only 
through recognized advertising agen- 
cies, paying the full, standard agency 
commission. This policy will maintain 
the highest standards of copy and serv- 
ice in this important medium and thus 
reflect its benefits on both local and 
national advertisers. 


In keeping with this new policy, we will 
establish our national circulation, period- 
ically, by official day by day reports of 
total riders from the various transit 
companies. 


The transit advertising medium offers 
you display where the vast majority 
of wage earners and buyers will see 
your advertising message—and where 
they will see it day after day just when 
they are on the way to buy. 


NATIONAL TRANSITADS, Incorporated 


Squibb Building, New York 


x 


You can now buy this powerful selling 
medium at a standard rate based on 
reliable circulation figures. 


Contracts with national advertisers for 
more than a million dollars’ worth of 
space have already been placed with 
National Transitads, and we are proud 
to number among our earliest supporters 
several of the great national advertisers 
who have been successfully using this 
medium for many years. 


The new officials and staff of our com- 
pany include men with long experience 
in transit advertising both in the nation- 
al and local fields, and our new execu- 
tives are successful business men inti- 
mately familiar with many phases of 
sales and advertising. 


We have established executive and 
national sales offices in the Squibb 
Building in New York City, and in the 
Wrigley Building in Chicago—and we 
have already set up over forty offices for 
local and national selling and service in 
important cities throughout the country. 


We ask the opportunity to tell you the 
complete story of National Transitads, 
Inc., and to serve you in your work of 
reaching the national market effectively 
and economically. 


Wrigley Building, Chicago 
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PERFECTION CALLS THIS INVITING SCENE A TYPICAL FARM KITCHEN 


——— 


S DIA PLES 
(FR KNEES 


en 


~ = 
. . 
SS 


Nor. ee . or. 
% Ny v 


New poster being used by Ralph E. Ammon, director, Wisconsin Department of 
Agriculture. Mrs. Leroy Schall, of Richfield, Wis., lends her tacit endorsement 
to the message, appearing on 175 boards. 


(Story on Page 2.) 


RADIO TIME BUYER GETS A WORKOUT 
MAGAZINE COVERS THAT STIRRED LA GUARDIA'S WRATH 


Frank W. Ferrin, vice-president, Henri, Hurst & McDonald, Chicago, studies 

NBC's new survey with the assistance of Harry C. Kopf, sales manager; Emmons 

C. Carlson, sales promotion manager, and Sidney N. Strotz, central division 
manager. 


INSPECT "BETTER PARENTHOOD" POSTER 
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- Better Parenthood) RM 
Week sarc | 
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Katherine F. Lenroot, chief, United States Children's Bureau, previews the Better 

Parenthood Week poster with George J. Hecht, chairman of the committee in 

charge and publisher of Parents Magazine. The third annual observance will 
take place Sept. 23-29. 
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In the past / years 


BROWNING CIRCLE HAS ADDED 


THE ROBERT 


...in the same 7 years 
The American Home magazine 
has increased its reading circle 


to 2,000,000 families 


O doubt there are thousands who still de- 
rive a certain solace from “Pippa Passes” 
served up, out loud, on mohair and rosewood. 
But most of America during the last 7 years has 
become downright dissatisfied with the kind of 
life grandma used to live. 
In the past seven years, the number of Ameri- 
cans with a high school education or better 
increased 53%; eight times as many new homes 


re 


LE ; we aN 


PASSES 


2 NEW MEMBERS 


have been built; salaries and wages increased 
over 50%; there has been a “tremendous migra- 
tion” to the suburbs. 

That’s why The American Home—a complete 
homemaking magazine—has increased from 
300,000 to 2,000,000 circulation since 1933.With 
nary a line of warmed-over love, it is exclusively 
devoted to ideas on living. Regularly, it publishes 
more of these homemaking ideas than any other 
major magazine. 


Advertisers, welcoming this flight to reality, 


increased The American Home’s revenue 10 times 
-over in the last 7 years—a greater gain than 


that of the five leading “home-service” and 
“women’s” magazines combined. 


pe ie 
v8 rank 


Businessmen who want to know what has been 

going on behind the scenes of American business 
and home life since ’33—will find it in the free | 
booklet, ‘‘The Past 7 Years.’’ Please write /he 


American Home, 444 Madison Ave., N. Y. ©.) 


FIRST amonghome-service”and “women Ss” 
magazines in CIRCULATION and in 
ADVERTISING GAINS since 1933 


as -: A th we 


ne ee ee ee 


<a A oe ao 


= «--s & pw we 


r ; Ba Reale” age = ee ie om 
ey = o : , ae ie _— a “ ve } 
aa et Pe fel, ' : : 
al ; a 
ees — 
oe a | 
; A \ AF Mf “a. 
ei. “~ 
; ne 2. 1 . a, Py i aw ‘yA 
es .: y/ ee. =a ‘ . {- pe 
ae “ag 4 da * + . me - ; - ‘& 
ss 5 ' ~ eT ne oe 
ae. z gg | ae de Ul . = - su 
ag a = oe Pe a :SY ey eer 
ae i = ee Be roe + le 6 ~ er ” 
re + f' on \ ( 3 ‘ 4. ~ \ ~ % 
wt” ee >! : ~ oe . 2 i Ae 
2 ° > %, ” > j f j % ; KK NB. ; 7 gp 
ae A — | i roa ! a Fa t ey 
see j f Y all “ é j % 7 4 « 
‘a Fd f 7 , vi oe ¥. Z "4 \ 4 ) ~ / a rs a 
ee Ba. bo i -_— |! : ; j Stan 
wo, ; * ae cr : ———— - ’ \ f bs | 
a fol : “ ‘ . Pn. : H en ; y om , } ‘ \ - ‘ ee . 
r Gy a } ‘ Dy ay pee < ”% a : ‘ ‘a “ask i ey a et he “ >. . J . s 
sr : ape 3 £ d P en ‘ i oe: 
Es ‘ ; Ps gow \ — ' — I RL oi an ; 
e 2 ie - ee. en a “ ‘ A a fp A. A ae : gt “S Yn, a , na Se ‘$. a: q 
fs * me " i a 3 , a ip. y am 0 ax “s" . ? see ea ae , 3 ve yy 7 : s “ fos ’ 
? m, Fy } “ i e ¢ bi “¢ : i. ¥ : } 3 J : P  } s <£ , ee ee ae ia 
‘ ri? y “ be " 2 y vp ; : ke “ £ ae ? Fe ye é . 
i . We *, ee 4 a 7 S&S 1 fy , . 9 at — 2 il at ae 2. ae 
“a "s ¢ 35 P ; , a ~~... # , ne 4 ( os < ay eee tae 2S kb 
ee. ae , : a Y he a ew *) “ } ' \ “ot = Zit ees ay, i i, ie 
i sa ee ed an 7 , ts 4 . 7 "- phe a bagedat Ge Poe ses a 
-— ~~ ee ’ <j # , s fi A a ft 4 ih 8 a? oe rte, a ae 
eek aes at " . = an a 2 | wee yo; A A a” ae BOR aR Pah ce — 
poe it oe eo ae oN “ites ‘i j- ’ a oO : a? ee oS i 
a ~ i - — . ee si ~~ ni , ' ~~ ivws ail Lee. Tt Te. 3 ge poe ( 
a * pir Sg ge > * 4 ea “4h 4 v4 : pe ca Neen tom Pe 
” ie ‘ Re ae ee A y. ! 5A a s A VS i a sank. wae. 
te pn TG eg , 7 / &.. oi ‘ J Om -- gee ~ Lg Sed : bg + Dee \ 
ree .; aul . - > > rd i - %, 4 i s¥ a - on 2 ah Oh va 
x oi 2 y eg, > ; e. Pm, LF . a WS 4 : a oa (fhe ee a ee 
a ’ oe — ye Le / i . , - os . mn’ >) * eo a hae see ae 
.*s iy : i S Oe ett " aN j ee See 
ee 3 i 4 a f * “f f lie alte rr y % : # ae “% ; i ie I a 
ail ad ae i | . 7 * . io rr : , s ¢ ” ~ << a's 4 : fey, .) “ “ye f, x ee ily ae . i SMR ne "4 ‘ 
Rot eee " Q m ye 2 » Le ¥ G ® " ” - eee te oe gh a at psn 
a. > a oad $ 7 a ‘ me as . ta eA  - A ae: TO ee , ¢¢ oe ~. So 
th, ud a RY: i ae _ wee ; nas 5 £- ¢. : — . - nce ae wate 2 3 ' 
i fe i a sa” “ 4 ad ae *: ts hy ka. ) ee oe Ph ae - 4 ay iz 
“ i} , ‘a ] . 3 ‘ we : St, 4 = bi At 4 : 5 al, rf % sd xs Ae — - ‘ “ AA ; te RS . 
“a % wa eZ a be ‘ Sy 704 e/ . ‘ ofS ‘ - — . ene P int 5 See. { 
a | om es. 7 ‘ a ae ae , A ss. lt a. oe ae an a ate 
re ite a ? ’ 4. ey. at ny , ‘legal og 7 . ae? - ¥ Py 7 * - 2% a - * is ay ‘7 { i 
— f oo, ‘i  ¢ ras, a <, : a - : ss } ~*~ ae na me, ae 
Al a as: > “a pt. a ~ ey vk 4 “eited eg: a. . | 4 x % -...: ; - , ne é ee 
4 a : Sa 3 ee ae “ be ) iis bh.” nT eee Spica Caran Mey ee 
- , aa —- © ¥ * ; Li oon — = 2 Be ae. 4, il oe ie a’ re ; Pe oe a 
3 +. a oc BR ee S06 wy Fea ee ae” 3 eee ae el sn cuatie tal 
x : ‘ 1 - De. Sie ve ¥ o Ys s % a, 3 F ee aa. i a ay : > , a fae os Pn ee i a 7 bake _ be are AS ‘j . ae | 
raion Se ee > eee ee, =60C UF a Phe al ae — ae a | 
a. 3 A ow ae “i a tia 4 i wie a a 2 Py ¥ 4 q , Aen & ae * 7 a jal ee nie 7 a; rine . x -. 3 
— a the eee era : ay ns * a ne og a4 ae 4 ; ? 7 PM 4 * te Sas ang mr, j era » a Bg gua 2 . i 
ae . ¢" Ee, a ee , ae a, ‘agi oy oe : , : a ve 7 oon” > a a ae a ee as te ae he ty hel if be 
ae a ae 4 : tr % a . .- ae 6 i a ial oe Sire " e _ : Y <a Ae ale ee pai te a aa wate" at 5 I 
a Me a i ils 2.) ae ag F _—? Bie 1 aad ¥ tees Eee Ne gl gra a oti Cait oe 
= — ~~ “S bes te Be ‘ ¢ sis mem, 9 a at) eee i om nak 3 
ae ie te awe z ve fo”. 4 3 ’ ay bie: aa | a ae, ; " aw 7 ‘ es ; AMES, + ' i ; ; : 
_—s 5 3 <5 e a , eee ie ¥ ae i Hey, 3 af —_—_ siieoalal f a a bee # ch a Seq oe f 
ro * ats — : : ‘ Fs F my 5 a a a i ci ss ; hid ie eae oe | “ee petin er ay ae ; = ee # 
_ r _ oe . ea Sy Oo ‘ aa 4 3 7 ; a le, Sa ei oh ee > ee ‘ ‘ be * ‘=. bs z a” a “4 4 
> P oe a rit i" , i ee a P. ifs Pi! ‘ a Tig a Beal fara i —— = . ee 
a es. - Pre " Bb pre Se as ‘Ls Sy) De ad “> aS Do Oe rey a ae ssh eS 
a 7 aes ¢ a oe. Peaks «a ie iis : beer a. ase Cae ae a 
ve), pe g ; Be Sta in: , ae ore 7 By aa 7] >. int Se Me A ae a AN ; 
Pe ae € ce ee ee a a Me, ae... neg = 
a3 ; ae ey cy FS ey vn en co aN 2. 2 Be ee a 8 ey? POR RT ore  —- pros Nes of 
. a 4 ee wy ee ps Zs ae eee Oe oe ™ ae | 4 . «a os mee, wt an ae 4 ‘ae a... oe  C ie a F ; ae ae 
Bay po iS ae ae a — “Sa ee Sy eA ee ie i we: og 5 aes ee : . gt Roe i 2 ie > 
~ y de __—~ tar. Se ay SS ee eee, RS tee es) 
; tied vy pa ie i Q be  —_— Fad ape hogy a Pao 8  , aie rs Ses - <2 es Sa Se Se ER a Bee a ¥ . 
i ae * tity - 2 Pips aol > ee” “he ees yn hy an i ee? See ; Fy ot og Se ae oe ra la eae EN 
Des ie Yat Bc. es oe ay " ni a ees Bg ae \ ae I? eo Ts «4 r cyt MET inal Ee Y j a ee ae Te hegee 
Ee ti y, 2 Sa re, “a Ras. oe ae Sigh *& es Pen a ee Soe eee iba , ea Ris*. ee ee a pies 
fee ‘ “a i Pr a at on 8. RR oe la 4 -_ ; a Pe? Poe Se es Wie sl tof . ~ « ty 2 — 
ie gal , ; ; ae “oe Me a . een a u x a fe Ae cae q CY fede * 4 ti. Clg Ae ie al eo A i ae.” Cpa aoe / 
ae , _. os SS GRR Ses 7 sy eee are —  °. a = : Pay ; : ; G lS 4 
i fe ‘ re i Se ee eke? eT en [ae . co. wee ys ak ee an a a om . 
7 i ad , Be a ees | mS Bie ys . “ 4 7 4 Ee —" on £. hae z . a aoe pa Ae A : ~ er q ; 
fo Sa ta ar lh tage l . oe Bo ek ee a oe Lee 7 a ne 
i, aaa : <a : —. a, Be ¥ ¥ # ae SS Eg ie oa Bae tS in er . ya ie ae — But, " — 
ee et. -— ‘tae . 7, : ae) een ml : a “i Se, Ta ety " | a i Soares : me vis 
= ake x Pas ad = ‘ eet  —— y — a as! etd vie pepe ES a aa = carted) ARS 36 Se i . i hey 
Ree Seas 7 , _ re 3 a, eee ~~ ie ee: SS OT — igag ae i. AY «oe (ae y 
A * pats ei ne Ps md re w a! 2 od ‘i ; | \. if a a i, * ROE aa Be ie ey — , 9 6c el ee Sy % %y “A . oF, j 
i. % % bs Bee Rte os Be a5 Bag — Re 6 oe a Pa. Ww SY 
. Sad a ae fly SS a i” Re ee ae : ? - 
=f > s. ~~ . % < a oF . So 2 ” : ‘. ee oti ? sr “ ; rs. es + * ’ Bas. ee ee . ; fs ‘ . 3 ; a 2 
? ~ o ae ee ‘* y #24 Sy 1, RS eS Me <2 - A a \ 
iced: - er ws me! Lye rs ae BP SugcSarnes ag ue | a Ba ; ni Ba 
t an ri “ 7a me \ le ; .s i 7% 4 g Yn Ge ae 2 . 
7 aati . bi ee ios - a » fi ae Je ie < . io : a K . a eee oa a ‘ _ t 
4 rt me é cil 1 ® gets a hoes PF se | sl aa : . 
ae: - pedis BPC See ” ae ot 
i ee ee — pene te paar et an ee ks 3 al >. 2 ae «ok ee re 
a i weaned, epithe ee oO. algo vr One 5 _ 
a ; r - , w ” xc 
fae ‘ 
, 
“4 <n 
> 
ig ee 
eo 
a 2 
| 4 : | Po | 
Bay ‘ i 
ZZ t 
ee : 
1 
tes } " 
|. 
. = 
Mss pS a 
= ay ek 
: re 
a) iad 
A ; 
—_a < » 
a? Da > a. —— 
Be : ER S : it 
, | Ic Ogg 
; ~ ec" | 
= a . OM 
: =S. as | i 
se ° | 
és, ~ 
hay 4 sf 4 . ? ; . 
i. : ty 4 thy, "ap “e a a; "sa : Te, fh " ‘ ? ae 
- . Y : bs ‘ is ” yates res tig atin ¥ os Be ae * - ; 2 
= --* Pe er ee, " hae OM, oa 
oe ee Sa a iy 


